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CLAUDE H. DANIELS, has 
posted in his office in Port Chester, 
N. Y., the following: 

“Running a business is like sailing a 
ship. Fear no storms but greatly respect 
them for each experience teaches us a 
little more the art of sailing.” 


EN sailing a ship into a new har- 
bor, the navigator looks for the 
range marks—two points which the 
eye holds in a straight line, to indi- 
cate a safe sailing course. 

The range marks of prices in 
men’s shoes have been set by Flor- 
sheim at $8.75 and Thom McAn at 
$3.15. Between these figures the 
bulk of the men’s shoe business of 
America will be done. 


7 * * 


THE farmer dollar in a big crop 
year is of great importance as a 
commercial index of buying power. 
Pessimistic reports as to farmer in- 
come have been challenged by Sec- 
retary Wallace of the Department 
of Agriculture: 

“The wheat crop this year will 
bring the farmers $490,000,000, as 
against $179,000,000 in 1932. Cot- 
ton will bring the Southern farmers 


$876,000,000 this year, as com- 
pared with $460,000,000 in 1932. 
Tobacco will give an income of 
$289,000,000 this year, while in 
1932 farmers received only $115,- 
000,000 for their crop.” 

Secretary Wallace didn’t have 
ready the figures on corn, but gave 
a few totals for some of the states. 
The 1938 calendar year income in- 
cluded price adjustment and soil 
conservation payments of several 
hundred million dollars. 


& % ” 


HEERBERT POSNER, president 


and Arthur Joseph, treasurer of 


success 
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Dr. A. Posner, Shoes, have just re- 
turned from the Pacific Coast, 
where they visited Glasser & Com- 
pany of San Francisco, their far 
western representative. The trip 
was one of prestige, profit and 
pleasure in contacting merchants. 
The amazing expansion of terri- 
tory by the Posner line of children’s 
shoes in 1938 has been most sig- 
nificant, in view of the fact that for 
50 years they concentrated their 
business in five states on the East- 


ern Seaboard. 
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Herbert “Because 
the line has promotional scientific 
background and_ specializes in 
craftsmanship and service to little 
Master and Miss America, that is 
the reason why we are rolling right 
along despite the depression. 


Posner says: 





WHY Worry? 
“There are only two reasons for 


worry: 

Either you are successful or you are 
not successful. 

If you are successful there are only 
two things to worry about: You are in 
good health or you are sick. 

If you are sick there are only two 
things to worry about: Either you are 
going to get well or you are going to die. 

If you get well there is nothing to 
worry about, and if you die there are 
only two things to worry about: 

You are either going to heaven or hell. 

If you go to heaven there is nothing to 
worry about, and if you go to hell you 
will be so busy shaking hands with your 
friends that you will have no time to 
worry. 

So—WHY WORRY?” 

John M. Shafer, The Ball-Band Man 


(Lancaster, Pa.) 
om . * 


EPR. W. A. HILL, Educational 
Director of The Scholl Manufac- 
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turing Company returns to head- 
quarters offices in Chicago, after 
having conducted classes in The 
Scholl Training School of Master 
Shoe Fitting in the major key cities 
west of the Mississippi River. 

He reports that the average 
housewife of the smaller towns and 
cities has in her wardrobe approxi- 
mately from five to nine pairs of 
shoes to meet the varied require- 
ments of dress. In the past, the 
housewife has been using her ex- 
dress shoes for household use but 
the dealers now report that they are 
showing an increased volume by 
demonstrating to their customers 
that these ex-dress shoes, worn to 
such a state where repair is im- 
practical, are no longer logical to 
be used for household duty. By this 
procedure of explanation and 
demonstration, they are increasing 
their pairage sales in their seasonal 
merchandise. 


THE Bata Shoe Company of 
Czechoslovakia, has purchased be- 
tween 200 and 300 acres of farm 
land in Aberdeen, Md., just outside 
of Baltimore, and plans to erect 
large-scale housing projects, accord- 
ing to C. H. Pouder, vice-president 
of the Baltimore Association of 
Commerce. He said tha! ncthing 
definite is known about when a 
factory will be started but reports 
are current in Baltimore and vicin- 
ity that construction will begin in 


the Spring of 1939. Some esti- 
mates place the number of workers 
to be employed at 5000. It was also 
revealed at the office of the State 
Roads Commission that the Bata 
organization had been given the 
assurance of the commission some 
time ago that a road would be built 
connecting the site with the new 
Governor Nice highway if the com- 
pany decides to go ahead with con- 
struction. 
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—A prominent banker we met re- 
cently said “There's no more 
Character in Business. It's all 
gone.” 

—He may or may not be right— 
we hold no brief for bankers’ 
opinions— 

—But we ourselves feel that busi- 
ness morale has suffered several 
sharp relapses during recent years, 
and shows no signs of recovery as 

et. 

might paraphrase the banker's 
statement with “There's no more 
Ethics in Business today than there 
are Profits." 

—And that's a fact! 

—For the Profit curve always par- 
allels the Ethics curve. 

—When Business Character im- 
proves, as it must if we are to sur- 
vive, Profits will mount accord- 


ingly. 
—Hasten the day! 


> Ey co 


President 





AMES FRANKLIN JARMAN, 
who died last week, was a Southern 
gentleman, modest to an extreme, 
and now that he has gone, we can 
tell a little story. 

We were in Nashville, Tenn., in 
the dark days of 1933, when un- 
employment was at its worst. The 
new Jarman factory had _ been 
opened, leavipg the old factory un- 
occupied. In the course of the con- 
versation, he made the remark: “I 
would like to establish some sort 
of business for the employment of 
as many people as possible, with 
no thought of profit but rather as 
a piece of philanthropy through 
work; and I wish you would help 
me find such a business. I think I 
could raise about $50,000 to set it 
in motion. I'd like a business that 
had a lot of hand-craft in it, that 
could be easily taught and one that 
had little or no machinery—for the 
purpose is useful work.” 


During the course of the meeting 
we tried to explore every line of 
work and failed to find one that 
would suit the requirements. There 
was a free factory, with free heat 
and power and a sizable amount of 
money, waiting for a practical idea. 
For months after, wherever we 
went, we made inquiries as to an 
article or a product that could be 
so used as an employment aid but 
we didn’t find it. For in this ma- 
chine age, the problem is not only 
work for hands but machinery for 
making, and organization for dis- 
tribution. It taught us a real lesson 
in the complexities of modern life 
and we always remembered the 
thoughtfulness, thoroughness and 
idealism of a grand shoe man who 
built not only a business but a 
family spirit in his organization 
and love for his fellow man. 


7 7 x 


PAUL KIRSH, shoe buyer for 
J. W. Robinson Company (Los 
Angeles) says: 

“Platform or elevated sole shoes 
are of the utmost importance in this 
Fall’s selling plans. These shoes 
have passed the stage of high fash- 
ion and are being asked for by our 
patrons and not just promoted. The 
future holds much for the platform 
types in all classes of footwear from 
evening sandals down to tailored 
sports numbers. 





“This season is seeing a most un- 
usual reversal in shoe appearances. 
Afternoon footwear is looking 
clumsy, while sports types are look- 
ing light and trim. This is brought 
about by the great vogue of plat- 
form soles and spool heels, both ac- 
cepted by patrons buying the bet- 
ter grades of shoes. Sport shoes 
carry less weight and are being 
constructed as light and flexible as 
turns. This has added a large 
clientele of patrons who are now 
buying smart, low-heeled sport 
shoes for the very first time. We 
consider this very important for it 
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points the way to fertile fields of 
promotion. 

“Promotions of quality shoes this 
Fall are meeting with a most satis- 
factory response. Patrons are really 
eager to acquire the many new shoe 
ideas which we are presenting to 
them. The public acceptance of 
color in top grade shoes this Fall 
is most gratifying. While this was 
definitely anticipated in our buying 
last June, the acceptance was even 
greater than planned. As this takes 
away from so many pairs of black 
shoes, a most healthy pairage in- 
crease in sales is resulting as com- 
pared with last Fall’s phenomenal 
business.” 

LL. A. LEOPOLD, general manager 
of the Physical Culture stores, says: 

“Special advertising plans are 
under way on men’s Physical Cul- 
ture shoes to tie in with the promo- 
tion of National Men’s Shoe Week, 
beginning Sept. 10. 

“We believe that an event of this 

kind, focusing attention on men’s 
shoes, merits an advertising tie-up 
since it is bound to make any ad- 
vertising more than normally pro- 
ductive. Coming when the first Fall 
demand for men’s shoes gets under 
way, National Men’s Shoe Week 
event is particularly well-timed and 
should stimulate earlier and greater 
business.” 
TWO sizes extra! That’s the rule 
for fitting school shoes in certain 
stores which consider the length of 
the shoe in relation to the extent of 
the feet. 

One size extra suffices for fitting 
the feet of adults. That’s the stand- 
ard practice. 

When the lads, or lassies, come 
in for the school shoes, the clerk 
measures their feet, notes their size 
for length, then adds two more sizes 
and so gets the size which, in his 
opinion, will best fit the feet. The 
purpose is to provide for the ex- 
pansion of the feet. The school age 
foot grows swiftly, and unless 
there’s room aplenty within the 
shoe, toes will get pinched and 
joints jammed. And no youngster 
can study when his shoes hurt his 
feet, any more than Abraham Lin- 
coln could think. — 


“SNAPPY” 


A Suoe wirn a Guivpep Lire 
An Ode to “Quality Shoe Week” 


By Grace Bizet 


Snappy was a shoe—not just any shoe 
but a GUILD SHOE. 

HER LIFE was charmed like any indi- 
vidual that is born of CLASS not 
MASS. 

It was understood that her creation would 
be QUALITY. 

Her skin, the texture you love to TOUCH. 

Ornamentation simple but expensive. 

YES! Wherever she’d go there’d be mur- 
murs of admiration. 

BEAUTY is so oft’ taken for granted, 
few people know the struggle that 
lies behind each PERFECT PRES- 
ENTATION. 

EXPENSE not spared; hours not limited 

DAY and NIGHT mingle as one when 
you're searching for something 
BEAUTIFUL and NEW. 


Days before SNAPPY was more than a 
FASHION gleam in a GUILD manu- 
facturer’s eye, 

The need was felt for something DIF- 
FERENT. 

LITTLE was 
wound. 

Silence stood all around. 


said. Tongues weren't 


ARTISTS labored with their brains and 
brushes to conceive new ideas. 
DESIGNERS ground their teeth to pow- 
dered anguish while waiting for an 

inspiration. 


Questions were asked—a frown replied; 


The air stood still—TENSE. 


THEN: AT LONG LAST! The impasse 
breaks and falls away like shadows. 

AN IDEA IS BORN. 

THINGS start moving with fevered alac- 
rity. 

Color, style, material—all that matters is 
decided on. 

* + . 
HURRIED hands, broken accents fill the 
place, excitement runs high. 

The PATTERN-CUTTER bends over his 
work with tedious precision. 

A faulty job may cause derision or worse! 


CRAFTSMEN at their best working to 
a test of ACCURACY. 

A LORD OF PARLIAMENT or 

A JUDGE on the bench couldn’t be more 
intent 

So much time is spent in perfecting every 
detail. 

AT LAST! SNAPPY is LASTED. 


JUDGMENT DAY arrives— 
TODAY she is a SHOE! 
Final inspection is passed O.K. 
SHE’S ready now for show room display. 


There must be a Christening, a name 
selected 

BEFORE she sets foot in a world of 
Fashion. 

SO a conference is called, a promotion 
planned 

SHE’S eyed from every angle. 


* * * 


THERE was only one word that de- 
scribed her. 
So sleek and trim, with a noticeable dash. 
A pop of the cork, a clink of a glass 
FROM THIS TIME ON 
SHE’S known as SNAPPY. 





EPAIRS| 


While You 

















“Do you mind if he waits in here with me? He gets so lonesome outside.” 
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ON COMES A NEW FASHION 


Does new type of 
pump with decoration 
on tip and heel, and 
the new platform sole, 
mark the beginning of 
a new pump period? 


Dog Collars are back. 

Gold Seal Importers 

, tie pearl evening bags 

"> up to this fashion re- 
vival. 


With a rush, American wo- 
men have accepted the up-brushed, 
top-of-the-head hair dress. “Almost 
two years on the way, it succeeded 
almost overnight—swept right down 
the line right across the country. 

Within twenty hours of each 
other, editors of two women’s fash- 
ion magazines radioed from Paris 
“Put your hair up”. And the next 
morning, there were throngs about 
the notion counters of the 10-cent 
stores where coiffure combs are 
sold! 

On the streets of New York girls 
carry their hats because they can’t 
get them on. A heat wave aids and 
abets a fashion wave. . The new 
coiffures are cool. Hair-dressers 
reap a harvest of new permanent 
waves. Milliners rush new models 
through the workrooms. 

You don’t know your friends— 
they look so different! A new wo- 
man is born! 

What's all this got to do with 
shoes? Quite a lot, perhaps. With 
the new hair-do, a whole new fash- 
ion. With the uplift in hair, a 
new lift in shoes. 

The “Lady Look” is in. The 


new hair-do goes with the new 


These are the sensa- 
tional scalloped and 
buttoned kid boots 
that Schiaparelli 
showed with her dress 
collection. 


fashions—and clothes fit new coif- 
fures. 

Out of Paris, in these last open- 
ings, come fashions inspired by 
the most “dressed-up” periods of 
history. Louis XIV. The 1860's. 
The 1900's. Plumes on hats. Flow- 
ers and feathers for the hair. Ear- 
rings. Dog-collar necklaces. Hoops 
for evening skirts. Big sleeves. 
Lavish materials. Muffs. Fantasy 
and frou-frou to the limit. 

Schiaparelli went the whole way 
when she showed button boots with 
dinner dresses and long gloves to 
match. Nobody really expects high 
boots to come back. But we should 
expect to do business on dressy 
types to match this new fashion 
picture. 

It’s a come-on for kid shoes. It’s 
a spur to soft little molded shoes 
of elasticized suede. It’s a set-up 
that calls for dainty patterns, for 
little frou-frou touches in shoe de- 
tailing—bows, ruching, braid, tiny 
buttons, the “lady look” in shoes. 

This lift in coiffures fits in, too, 
with bigger and better acceptance 
for the platform shoe. Hair off the 
neck and feet off the ground! 
When a woman piles her hair on 
top of her head, it does something 
for her whole bearing. It makes 
her feel different. And she gets 
the same feeling when she steps 
into a platform shoe. 

One shoe designer has tied the 
two together by bringing out a plat- 
form evening shoe series with two 
flower clips. One clip goes on the 
shoe, the other is sold to go in 
the hair! And the color of the 
clip matches the color of the plat- 
form. There’s a neat bit of co- 
ordination between the head and 
the foot. 

We know a shoe retailer who 
came three thousand miles to study 
the platform sole. He spent days 
in working out, with his manufac- 
turers, ways and means of making 
platforms more flexible. He will 
lay platforms across the board for 


“ 


Spring. And this new lift in fash- 
ion is going to help him—and 
many other smart merchants—put 
platforms over! 

Color ranks high in the new 
fashion deal, as launched in the 
Paris openings. Rich color, lots of 
color, subtle color combinations all 
belong in the glamor periods from 
which the new clothes take their 
cue. 

First in novelty importance is the 
Violine family, shown in some vari- 
ation by every prominent couturier. 
All the way from pastel mauves for 
evening, through fuchsia and cycla- 
men, straight violets and purples, 
through dark plum and eggplant. 

And after the violine range, the 
reds—in two classifications, the vio- 
let-tinged, wine reds and the rusty 
red, carnelian tones. 


Plumes and more plumes. 
Volupté designs a compact 
to fit this feathered fashion. 


Here’s endorsement, then, 
from Paris for our three shoe colors 
that look best for novelty promo- 


tion . . . wine, rust and plum. And 
since Paris puts so much emphasis 
on real purple, watch out for pur- 
ple as a coming shoe color. It’s 
especially significant that purple 
appears, with other colors, in the 
newest color combinations. It sug- 
gests that purple touches with blue 
costumes may be something to think 
about for advance Spring shoes. 





HARRY E. FONTIUS 
President, National Shoe Retailers Association 


STYLE CONFERENCE 
PROGRAM 


- MONDAY, SEPTEMBER 12, 1938 


OPENING 


10:00 A.M.—STARLIGHT ROOF—WALDORF ASTORIA 
George H. Mealley, presiding 


WELCOME TO THE STYLE CONFERENCE... Harry E. 
Fontius, President, National Shoe Retailers Association. 


RECOVERY IN SHOES AND LEATHERS... Merrill A. 
Watson, Executive Vice-President, Tanners’ Council of 
America. 

A NATION-WIDE RETAIL DEMONSTRATION .. . Lew 
Hahn, General Manager, National Retail Dry Goods 
Association. 

COLOR—TEMPO °39 . . . Margaret Hayden Rorke, Managing 
Director, The Textile Color Card Association of the 
United States, Inc. 


wie a on: OF RESORT AND SPRING FASHIONS ... 


Merchandise Editor, Harper's 


“FALL FASHIONS ON PARADE”— 
Costumes By: 


Lyman, 


Bazar. 
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FASHIONS FOR 


ALBERT WACHENHEIM, JR. 
Chairman, Women’s Style Committee 


Handbags by: 
Bienen-Davis, Inc. .............. New York 
Rs Sue ie ccins 6 dvnsccts New York 


Furs by: 
Dein-Bacher, Inc., Waldorf Astoria Hotel, N.Y. 


Shoes: 
Selected from purchases by some of the coun- 


try’s principal shoe retailers. 
2:00 P.M.—JADE ROOM—-WALDORF-ASTORIA 


Meeting of Men’s Shoe Style Commitee 
George B. Hess, N. Hess’ Sons, Baltimore—Chairman 


TUESDAY, SEPTEMBER 13, 1938 


10:00 A. M—JADE ROOM—WALDORF ASTORIA 


Meeting of Women’s Shoe Style Committee 
“The Court of Shee Style Opinions” 


Albert Wachenheim, Jr—Imperial Shoe Store, New Orleans, 
Chairman 


2:00 P.M—LE PERROQUET SUITE 
WALDORF ASTORIA 


Children’s Style Committee 


Mrs. Mary Brouwer Finley—S. J. Brouwer Shoe Co., 
Milwaukee, Chairman 
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FALL TO BE FEATURED. 
N.S.R.A. STYLE CONFERENCE 


AT 


GEORGE B. HESS 
Chairman, Men’s Style Committee 


NEVER in the history of the shoe industry’s long 
series of style conferences has the preparation for the 
work of the various committees been so well planned 
and organized to bring out the kind of information 
most needed by manufacturers and retailers as in the 
case of the coming Conference, to be held under the 
auspices of the National Shoe Retailers Association at 
the Waldorf-Astoria Hotel in New York, September 
12 and 13. 

This Conference looks ahead to the Spring and Sum- 
mer seasons of 1939, and the Men’s, Women’s and 
Children’s Style Committees of the association will 
formulate their respective style programs for Spring 
on the basis of information to be developed in the 
Conference discussions. . 

The entire Conference will by no means be devoted 
to the discussion of Spring styles, however. This 
season the N.S.R.A. plans to broaden and extend the 
scope of its service to merchants who attend the Style 
Conference, and an outstanding feature of the greatest 
interest will be a Fashion Show at the conclusion of 


SPRING and Summer Style Programs to 
Be Discussed as Heretofore But Showing of 
Fashions for Current Season Will Be In- 
teresting Innovation, According to Official 
Announcement by L. E. Langston, Execu- 
tive Vice-President of the Association and 
General Chairman of the Style Conference. 


MRS. MARY BROUWER FINLEY 
Chairman, Children’s Style Committee 


the opening program on Monday morning, September 
12, when a collection of costumes, accessories and 
shoes of special importance in the Fall fashion picture 
will be presented. This presentation will be based on 
the proper coordination of all shoes with costumes and 
accessories. The collection will include country and 
spectator sports wear, tailored and formal town wear, 
afternoon, dinner and hostess and formal evening ap- 
parel and footwear. 

A cordial invitation has been extended to members 
of all organized branches of the shoe and leather in- 
dustry to attend all of the sessions of the Style Confer- 
ence, the official program of which is published herewith. 















SHOE men, by and large, are pretty 
well agreed that the profit return 
from the retail shoe business is, in 
the great majority of cases, in ade- 
quate, considering the amount of 
effort, energy and initiative required 
to conduct a successful shoe store. 
For years we have been hearing the 
question asked, “What’s wrong with 
the shoe business?” and plenty of 
people have endeavored to supply 
the answer. Some of these answers 
have reflected sound thinking and 
have led to constructive action. But 
there are still plenty of problems to 
be faced and solved, and for that 
matter there always will be. No liv- 
ing, growing, expanding industry is 
without them. The test of any busi- 
ness is to be found in the manner in 
which it meets these problems. 

For thirty years, “man and boy,” 
I have been closely a:sociated with 
the shoe business in all of its phases. 
I have not been under one roof nor 
in one branch of this vast industry, 
but have seen its operation from the 
lining on the last to the finished 
shoe—from the rubber vats to the 
muddy streets—-from the factory to 
the rubbish heap. I have fitted tiny 
feet, skinny feet and enormous feet 
in many cities throughout the United 
States. I have found out why some 
shoes make friends for some stores 
and other shoes make enemies for 
others. 

I have eaten sea food dinners with 
shoe factory big wigs on the shore 
of the Atlantic Ocean; I have enter- 
tained many a shoe merchant at din- 
ners and parties for which his order 
never paid the cost; I have fitted 
difficult feet and more difficalt tem- 
pers in many of the better shoe 
“Emporiums” across the nation to 
the Pacific Coast. I have swept the 
floors in small town shoe stores. Am 








I then qualified to speak? If not, 
read no further, for | am going to 
call a shoe a shoe and a fool a fool! 

This cross section of shoe mer- 
chandising has perhaps given me a 
more complete picture of the whole 
than is permitted many of you to 
see. The shoe business was my first 
love and if I get a bit too enthusiastic, 
it is because I want to bring home 
to you the fact that even after all 
these years, evils that are undermin- 
ing one of our greatest industries 
still exist! 


PERHAPS we pat ourselves too 
much on the back—perhaps we are 
teo much absorbed in statistics or 
size sheets—or too concerned about 
making a quota or a sales record to 
see right under our nose what is 
happening to our organization. Why 
do such a vast number of shoe sales- 
people wish they could get away 
from the business? Why do many 
of them find other jobs? True, 
many of them just “drifted” into 
the business and get out a3 soon as 
circumstances will permti. But that 
has no bearing on the desires of 
those who have been in the retail 
shoe business from infancy. Why 
are so few shoe sales forces happy 
and contented ? 

Many shoe store and shoe depart- 
ment managers hold so-called sales 
meetings and ask for ideas but im- 
part little information. There is 
lacking in too many stores a spirit 
of co-operation, of good fellowship, 
of confidential exchange of ideas. 
Why? Because the salesperson’s sug- 
gestions are either pirated or thrown 
in the waste basket with no expres- 
sion of appreciation for the thought 
that prompted them. 

If you think your department is 
beyond criticism, hold a written ex- 
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Sell Your 


SALESMER.... 


PATRICK A. MORGAN 


First Prize Winner in BOOT AND SHOE RE- 
CORDER’S Contest for constructive ideas from retail 
salespeople on “Getting More Shoes So’d Right in 1938.” 






amination without 


previous an- 
nouncement and see how many of 
your people know which shoes have 


scuffless heels; which shoes wear 
best on present-day school play 
grounds; which shoes correct which 
foot ailments, etc? Were I a store 
owner I would hold my manager to 
a strict accounting on all those who 
flunk the test. It is not their fault. 
It is the fault of the shoe buyer who 
has not imparted the information in 
a manner that will enthuse the per- 
sonnel and guide them to pass it on 
to every customer so that he will 
want to come back to that very store 
for those very shoes in the future. 

All too rarely is the sales force 
given an enthusiastic selling on the 
merits of new patterns or new shoes 
as they are absorbed into a stock. 
This is a deplorable state of affairs 
in any businecs and it is altogether 
too common in shoe stores for the 
good of the industry. How far would 
those sales forces get if they had to 
ring door bells and build up a de- 
sire in the prospect’s mind to buy 
those shoes? There is a lack of en- 
thusiasm everywhere on the merits 
of shoe lines that could be played 
up to a profitable sales volume. It 
is up to shoe buyers to change this 
picture and those who do not attempt 
it may find losses creeping up above 
their profits. 


WE fill our windows with shoes, 
run ordinary advertising and won- 
der why we are having so many 
walkouts. What are we doing that 
is DIFFERENT? It is not enough 
that we have wanted styles and 
staple shoes. We must build in the 
customer's mind a desire to buy 
shoes from our store for a reason. 
We content ourselves with giving the 
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And They?’tl 
SELL Your 


SHOES 


H ow an Enthusiastic, Intelligent, Well 
Trained Sales Personnel, Plus Modern 
and Efficient Promotion Methods Can 
Stimulate a Shoe Store’s Business and 


Help to Create the Customer Acceptance 


That Spells Success for the Future. 


Perhaps we have our noses too 
close to the size sheets and ac- 
count books to see the havoc 
that is happening to our sales, 
right behind our backs. 


customer a fit in the kind of a shoe 
she wants. If she complains of her 
feet—what an opportunity to give 
her some constructive information, 
help correct her condition with a 
particular shoe for her type of foot 
and bring her back for more! 

How often do we hear a good 
sales presentation from the fitting 
stooi? Let’s be salesmen as well as 
fitters—let’s impart information, en- 
thusiasm and give the customer a 
reason for coming back to US. My 
congratulations to those few men and 
women who have been in one organ- 
ization for years, who have so much 
call trade that they hardly have time 
to fit any new comers on a busy day. 
May their numbers increase and 
prosper. They have given their cus- 
tomers a service that has welded 
them to their store. 

Now, just a word in behalf of the 
“shoe dog.” The sales organization 
is the store’s vital contact with the 
customer. If you keep those people 
happy and centented their attitude 
will reflect it and the customer will 
absorb a part of their enthusiasm. 


If they are discontented, that, too, 
will find its way to the customer. 
Give them an enthusiastic selling 
on every new shoe as it comes into 
the stock. Many salesmen have long 
ago given up trying to get any con- 
structive sales ideas out of a few 
jumbled questions and answers with 
the buyer or department manager. 


STRANGE as it may seem, there is 
still in vogue, in some of the so- 
called better stores, the ridiculous 
system of charging back to the 
“extra man,” refunds on all his ex- 
changes when he is not there to 
make them! He has spent his time 
clinching the original sale and with 
the rapid fire changes of women’s 
minds he is not to blame for those 
exchanges and should not be penal- 
ized out of his commissions on them. 

On one occasion I was fired with- 
out a semblance of a hearing be- 
cause of a complaint from a woman 
with a malformed bunion joint whom 
I had done my best to please. Previ- 
ovsly I had been delegated to cover 
the list of accounts by telephone half 


days and keep up my sales quota in 
the afternoons. I gave a series of 
radio addresses over KOA on foot 
comfort and care of the feet with 
laudable results. Yet my employer 
thought not enough of my additional 
sales and good will efforts to give 
me a hearing on the complaint of a 
nuisance. And I did not request an 
audience or give any explanation, for 
I soon walked into a job that paid 
me $3,000 a year and expenses. 

In getting more shoes sold right 
in 1938, °39 and °40, start with the 
sales force. Give them information, 
assistance, confidence and a square 
deal. If you want sales, give your 
salespeople sales ideas, pointers and 
information. Tell them ALL about 
the shoes you want to sell. How can 
a man get enthusiastic about a shoe 
about which he knows nothing ex- 
cept that it has a size and a number? 
The factory has told your buyer all 
about the merits of the shoe and he 
was enthused to the point of buying 
it. Pass this information and en- 
thusiasm on to the customer through 

[TURN TO PAGE 32, PLEASE] 





ENTERESTING colors with interest- 
ing names—Chianti, Polished Acorn 
and others as excitingly suggestive of 
the vintage purples and rich browns 
of Autumn—feature the early Fall 
displays of fashionable stores— 
atores that lost no time in giving the 
public a glimpse of what was in 
store for the coming season, even 
when the mercury still soared in the 
nineties. Hot weather made it diffi- 
cult for those customers who were 
courageous enough to go shopping to 
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stretch their imaginations to the 
point of visualizing Fall shoes, but 
a good many retailers went ahead 
with their preliminary Autumn pro- 


motions regardless. Doubtless we 
would have seen many more Fall 
shoe windows before this, if the 
weather had lent a little more en- 
couragement. 

Taking a quick look at a few of 
the first Fall shoe windows, two 
things stand out at a glance. First, 
the importance of color and the ex- 
tent to which it is being merchan- 


dised and dramatized. Second, the 


Among the most dramatic of the early Fall 
window promotions was that of I. Miller 
stores featuring Chianti, an Autumn vin- 
tage shade, in shoes and accessories. At the 
left, a strikingly unusual. window treat- 
ment by J. & J. Slater, Fifth Avenue. 


extent to which Fall accessories are 
being featured, along with shoes. 
True, one of the Fall windows illus- 
trated in the accompanying group of 
pictures is an apparel store window, 
and another comes from a retail shoe 
concern that has long been conspicu- 
ous for the attention it has given to 
accessory promotion. However, there 
is abundant evidence that this idea 
is due for more widespread accept- 
ance in the coming season than ever 
before. More and more shoe stores 
have been taking it up; they find it 
helps to sell shoes if the customer can 
be shown an accessory ensemble, be- 
sides the opportunity it creates to 
ring up an extra profit on the hand- 
bag, stockings, belt, pair of gloves 

or other accessory item. 
And so we say, here are two worth- 
[TURN TO PAGE 32, PLEASE] 
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Show your customers the style significance of your Fall shees im atiractive 


windew displays: tie in the accessories that complete the seasen’s ensemble 


OF FASHION EXCITEMENT 


Accent on Colors, as Windows Flash 
Messages of What's in the Offing; Sum- 
mer Shoe Selling Still in Its Stride when 
First Fall Displays Show New Season’s 


Ensembles in Shoes and Accessories. 


At the right, an early Fall window by Bes’ 
& Co., featuring “Polished Acorn, new nut 
brown accent for your Autumn wardrobe.” 
Below, an ingenious display of “High Rise” 
(platform) shoes by Bonwit Teller. 
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THE SANor’s ne, 


A Shert Season. and Then a New One! 


THE outlook at retail is for a short season and a busy 
one. For suedes to capture the eyes of women and the 
brutally bulky shoes to capture the eyes of young men. 
And for business to be active for a period of six weeks. 
Then the hope is that the second run will develop new 
things, making necessary a change to everything from 
pump types to Winter platforms for women and one- 
piece Scotch grains to bulbous soles for men—as an 
early Winter run. The trade proposes but the public 
disposes—and we will see what we see. 

It is quit amazing that retailing should be so emo- 
tional, when you consider that so much preparation by 
the merchant, manufacturer and the service of supplies 
is needed for even a short season of contact with the pub- 
lic purse. It is almost terrifying to see the speed-up. | 
had occasion to ask a last maker for a new model and, 
believe it or not, it took but thirty minutes from rough 
block to finished, polished last. The wood was actually 
hot when it was handed to me from its final polishing. 
Shoemaking also may be subject to the “speed-up” but 
we all know that a shoe is the better for time on the 
wood and craftsmanship. Certainly the American pub- 
lic should be appreciative of the tremendous concentra- 
tion of men and machinery to put at the fitting stool the 
smartest and newest and “the most for the money.” 

We actually are in a period of feverish extravagance, 
stimulated by high pressure salesmanship. This speed- 
up in styling, and materials, and shoes is an effort to 
bait the dollar. Shoes are fighting for dollars, in oppo- 
cition to everything from hats to automobiles. We will 
not be denied—but it is an amazing spectacle in the light 
of the little amount of profit for all this activity. It has 
been said that there are a million stores in the United 
States, doing a total business of forty billion dollars and 
that actually, the average profit for this work is 1 per 
cent. 

If the public could be re-educated to the appreciation 
of fewer and better things, maybe orderly business and 
orderly profits will again be the rule rather than the 
exception. This would call for some sort of a program 
of retreat from mass production and mass distribution. 
This may not be possible in “over-the-counter” items, 
but in shoes needing fitting, a sense of proportion and 
the extra care to insure satisfaction and comfort, maybe 
along that line there can be a return to normal business. 
Unfortunately, in every line of business there is nothing 
left to be classed as “rare” and “uncommon.” What 
-* goes into “class” merchandise is sure to be found in 
“mass” merchandise. The only limited things that we 
have in shoes are—genuine alligator, genuine buck, 
genuine kangaroo; and sometimes we doubt the extent 
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By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


of that limitation. Most everyone now is using the 
word “genuine” as an attempt to separate class from 
mass merchandise. But scientific progress has moved 
along the road so it is difficult for the eye to know which 
is the real from the synthetic. 

Maybe business practice at retail in all lines is some- 
thing akin to the jitterbug malady in music. The latest 
tune and the latest fashion are the enthusiastic things of 
the moment. 

We are in no way attempting to indicate that we have 
reached any conclusions in the matters above discussed. 
We only point them out as indications of a trend toward 
short periods of enthusiasm and good business, followed 
by longer periods of doubt, stale business and clearance. 
Certainly no one “planned it so.” 

At least we have the opportunity of drawing a com- 
parison between a nation that is restlessly making and 
selling things for human use rather than instruments for 
human destruction. Surely the madhouse of Europe and 
the Orient is different from our own philosophy of 
making, selling and living. The contrast is almost unbe- 
lievable for since 1932 cars, cosmetics and cigarettes 
have increased in sale all the way from 25 per cent to 
317 per cent. These items are almost indispensable to 
our mode of living. As one refugee shoeman put it: 
“Foreign workers were lucky to have three cigarettes a 
day. Over here, the way they smoke, it looks as though 
they were consuming three packs a day.” 

Most everyone in America has the philosophy: “We 
are as good as you are” and live accordingly. That’s 
what has produced the heats and chills in retailing. 
When harvest money and wage money is in the pocket, 
it burns hot holes—with no one thinking in terms of the 
future. The American calls himself poor when he is 
purse-empty for a day—for on the morrow he will be 
in a millionaire mood with fly-away dollars. 

So much in observation of the opening Fall season. 
It would be a good thing if the public could cool off on 
a lot of its extravagances and return to the useful things 
for useful purposes. A shoe then would be appreciated 
for its real ingredients and real worth. It might be a 
good move for shoemen, everywhere, to start telling the 
public that a shoe is not a confection but a very necessi- 
tous item, worth more attention in its purchase, in its 
fitting and in its price—so that a more steady business 
might be developed month in and month out during the 
next six months when real shoes are needed because real 
weather is inevitable. 
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B handsome, quality , Famous for its high-class 
heel—combining the appearance and its long, 
best features of rub- ¢ slow, even weor. Made 
ber and leather—for in wood core and blind 
distinctive footwear. : nailing washer types. 


RIBBED 


, sophisticated, 
dern. Streom- 
ned rib design 
ives added style 
shoes. 





COVER AGH 


@ Goodyear’s complete line of heels 
makes it possible for shoe manufac- 
ey turers to give all their shoes—regard- 
WI NE FOOT less of price class—the sales advantages 
HEEL of Goodyear’s name. 
a smart - looking, 

heal for all type of For their finest shoes they have the 
nailing washer types. . sorte® Goodyear Custom or English Custom; 
. for any shoe seeking volume business 
they have the Goodyear Wingfoot 
or Ribbed Heel; and for popular- 
priced shoes they have the Goodyear 

Speedway. 


And you’re the one who profits when 

your manufacturerselects one of these 

Speedway ; five handsome, long-wearing Goodyear 

HEEL heels — because these heels — and 

Gooaesing tos £ Goodyear’s name—make your selling 
which effectively . . ’ 
rounds out the job easier! 


complete Good- 
year line. 


IN RUBBER 


MORE PEOPLE WALK ON GOODYEAR HEELS THAN ON ANY OTHER KIND 
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James Franklin Jarman—The Man 


CONTRIBUTIONS of a man to his trade may 
be recorded in the form of business news, but 
his contributions to society and fellow-men is 
news we seldom have occasion to print. The 
world needs at this moment, more than anything 
else, the imprint of individuals of intellectual 
integrity, zealous for faith, law and truth. 

May we pause to bring out the powerful in- 
dividualism of a shoe man who died last week. 
He will be long remembered for his strength of 
character, his idealism and his inspiration to 
other men, aside from his business reputation. 

James Franklin Jarman was born in Mur- 
freesboro, Tenn., one of eight children. He was 
educated at Jackson, Tenn., where his father 
was president of the Union University. At the 
age of seventeen he graduated from the Uni- 
versity with the degree of Master of Arts, which 
indicates his early abilities of application and 
study. 


He immediately went to work in a general 
store. Shortly thereafter he worked in a shoe 
jobbing house. His life’s span in shoes was a 
full half-century and more. In 1902 he became 
a partner in the J. W. Carter Shoe Company, 
remaining with that organization until the 
United States entered the World War in 1917. 
It takes courage and principle for a family man, 
at the age of fifty to resign an important posi- 
tion and volunteer for overseas service. He was 
rejected because of age but, desiring to serve in 
some capacity, he enlisted with the French 
Foyer de Soldat—an organization similar to the 
YMCA. He saw active service during the Battle 
of Verdun and many other engagements in dan- 
gerous sectors. It was a part of his life that 
strengthened his religious beliefs. 

We all know of the organization of the Jar- 
man Shoe Company in 1924 and of the national 

[TURN TO PAGE 41, PLEASE] 
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Two men were discussing shoes one day. Said Benny to Charlie, 
“] have a pair of shoes on with a mighty fine leather sole”. “That so”, 
said Charlie, “whose is it?” “It is marked Kistler ‘BENCH BRAND’ ”, 
replied Benny, “I bought them down to Dan Daley’s store”. “Thanks 
for the tip”, replied Charlie, “I will go in and see what Dan can do 
for me”. 


This story is based on the known power of a trade mark to 
serve as a buying influence. It is not overdrawn. Trade marks and 
trade names are making sales of all kinds of merchandise every 
day. They have proved effective in selling shoes. 


With sales a daily responsibility, can you afford to overlook 
so simple a thing as our trade mark, tending as it does to aid you 
in getting business and holding it? The die required for imprinting 
our trade mark on the shanks of men’s shoes is furnished to manu- 
facturers who feature Kistler “BENCH BRAND” Sole Leather. 
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BOSTON 


PHILIP BAYES 
President 
Boston Shoe Club 


WHEN the United States Depart- 


ment of Justice ends its inquiry into 
the allegedly monopolistic practices 
of the motion picture producers; 
and then polishes off the steel in- 
dustry which, at present writing, 
seems to be a good five jumps ahead 
of the government, maybe it can 
spare a moment to inquire into the 
business platform adopted by the 
Boston Shoe Club. On the surface it 
looks like a monopoly of ideas. 

This club, composed of more than 
fifty independent shoe merchants and 
department store managers and 
buyers, began its career with little 
more than a general idea of what 
they hoped to accomplish. In gen- 
eral its members believed that at 
least no harm could come from com- 
petitor knowing competitor and even 


WILLIAM B. GREENE 
Member Executive Committee 
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CLUB OUTLINES PLANS 


RAYMOND NEWTON 
Vice President 


ROGER CURTIS 


Secretary-Treasurer 


S hoe Merchants Organize to Discuss Merchandising Prob- 
lems, Formulate Policy of Employer-Employee Relationships 
And May Even Undertake Campaign to Educate Public 


sitting down with him at the dinner 
table once a month. Further in 
general, they argued that if a cus- 
tomer expressed an unchangeable de- 
sire for a type or grade of shoe not 
carried by a member, certainly it 
would be a good idea to tell her to 
what store she could go and get what 
she wanted. At least, it would keep 
the trade in Boston and not fill the 
customer's mind with a yearning to 
hop the first train to other shopping 
centers. 

From these two general ideas, 
there has gradually evolved a pro- 
gram which will be added to or sub- 


VINCENT BERNAGOZZI 
Member Executive Committee 


tracted from as seems best to the 
membership. As it stands now, the 
program or platform can be divided 
roughly into three parts—the rela- 
tions of members one to another, 
the relationship of members and 
their employees, and the relation be- 

tween members and the public. 
The first third of the program— 
the relationship among members— 
embraces in its scope, in addition 
to the item of good fellowship, an 
educational program which will in- 
clude monthly dinner meetings with 
selected speakers who will discuss 
[TURN TO PAGE 43, PLEASE] 


THOMAS J. CONNORS 
Member Executive Committee 
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CASH IN on the fact thai 
THE ACCENT y STYLE | 

rween the SOLE and UPPER 

* SHOES —THIS YEAR 
wore than EVER! A 


ae 


ASK YOUR MANUFACTURER TO SHOW 
YOU BARBOUR WELT-STYLING IDEAS 
FOR FALL.... 


Shoes styled at the welt have defi- 
nitely caught the public fancy this 
year. 

And where can you have winning 
style appeal built into your shoes at 
less cost than in welt-styling . . . the 5 
most vital, conspicuous point of your 
shoes! 

With welting by Barbour you have 
the latest in welt style ideas. But 
more than this, you gain the added 
protection of genuine solid leather 
one-piece welting which eliminates 
that dangerous seam between soles 
and uppers. 

Thus you may offer your customers 
—men, women and children—better 
value . . . ight damming out of water, 
assurance against bothersome split 
inseams, longer shape retention and 
wear of the entire shoes! 

Ask your manufacturers to submit 
welt-styling ideas before you close 
your fall lines. We are always glad 
to cooperate. 











BARBOUR WELTING COMPANY...Brockton, Mass. 





The O-G Platea re- 
sented in rich black or 
brown leather with the 


«ew Cordovan shade of 
wn 


0-G SWING 


CHICAGO, ILL.—O’Connor and 
Goldberg in Chicago will be truly in 
tune with the times with the official 
opening of that company’s Fall pro- 
motion of new merchandise and 
styles on Aug. 31. At that time the 


new O’Connor and Goldberg “Swing- 


Welt Shoes” for both men and 
women will be introduced to the pub- 
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The O-G Odessa Oxford— 
presented in rich, reddish 
brown calfskin ... with 
the fashionable O-CG 
Swing-Welt 


advertisement appears in 
Chicago newspapers te intro- 
duce the new @-G line of 
Swing-Welts 


INTO FALL . 


Novel Promotion Built Around Swing Theme. “Swing- 
Welt” Shoes Offer Both Style and Protective Features 
Calculated to Appeal to Younger Trade. 


lic through full page advertisements 
in Chicago newspapers. 

This is expected to be one of the 
biggest promotions in O’Connor and 
Goldberg history. It is being devoted 
to the State Street popular priced 
store and to the outlying and neigh- 
borhood stores. 

The term “Swing-Welt” is not only 
a good current merchandising theme, 
especially to the younger set, but it 
refers also to construction features 
of the shoe. It is a standard O-G 
policy to bring out something strik- 
ingly new each season. The “Swing- 
Welt Shoe” which is the result of a 
long series of conferences between 
Harry Silver of O-G and the Barbour 
Welting Company is the official new 


presentation for this season. 


The shoe has a reverse welting 
which features an extended sole and 
unusual trimming details. Extra 
trimming is worked out in a leather 

[TURN TO PAGE 36, PLEASE] 


The O-G Shawl Tongue—- 
predicted to be one of the 
most popular oxfords for 
Fallt and Winter wear. 


rugged 
0-G Swing-Weit 
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Brock Sote 








PLANET SOLE ROUNDING MACHINE — MODEL E 


The Planet Sole Rounding 
Machine — Model E and 
G/C Splitting Machine — 
Model E are available to 










all Sbicca-Del Mac licensees 
INSOLE 


REMOVED 









We SPLITTING MACHINE — MODEL E 
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for PRECISION 
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< t 


and E F F . | E N C y FOR LOCKSTITCH 
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Sbicca-Del Mac process of stock fit- 

ting requires particular accuracy and 
uniformity in the preparation of out- 
sole and innersole. Because both 
pieces are derived from one sole, 


precision in sole rounding and sole 


FOR CEMENT splitting are very important. 


SOLE 
ATTACHING 


The soles of Sbicca-Del Mac shoes may 


. be attached by any of four standard 


processes: Cement — Lockstitch — 


McKay Sewn — Goodyear Welt. 


Complete WAC Equipment fir stock- 


@t SOLE 
fitting and attaching the soles of STITCHING 


MACHINE 
Sbicca-Del Mac shoes affords manu- “OPEL S 
facturers the advantages of maximum 
operating economy at lowest avail- 


able machine costs. 


@ CEMENT SOLE ATTACHING 
MACHINE — MODEL B 
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UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Sell Your Salesmen . .. And They’ll 
Sell Your Shoes 


[CONTINUED FROM PAGE 19] 


the salesman and perhaps she, too, will 
buy it! 

Don’t forget that an effective sales 
presentation will cut down customer 
resistance to a minimum. 

If you want loyalty give the sales 
force a square deal and you'll get it. 
The simplest and most disastrous way 
to get rid of anyone that doesn’t 
produce is to fire him and hire some- 
body else. But a little training and 
assistance on your part will result not 
only in improved performance on his 
part, but in more loyalty and fewer 
walk outs from the rest of the force. 
Don’t hide the trade journals for 
fear the boys will spend a few minutes 
reading them. The more information 
they glean, the happier will be your 
stockholders. Better still, give every 
salesperson a subscription, addressed to 
their homes. You’ll be surprised what a 
renewed interest it will create—it will 
pay you dividends! 

Having made the sales force happy 
and armed it with plenty of sales am- 
munition, let’s take a look at the win- 
dows. Sure they look nice—they look 
just like the windows of all the other 
stores down the street. Is there any- 
thing different about them? Is there 
anything to compel the passersby to 
stop, look and admire? Above all, is 
there anything about them to cause 
that person to WANT to come in and 
BUY his shoes here? Of course not. If 
he does come in, does he have to 
describe the shoe he wants two or three 
times and then take some salesman out- 
side and point out to him in the window 
just which shoe he wants to see? It’s 
still being done; and by the time I got 
out there, if I were the prosjective 
customer, I’d keep right on going! 

A dollar for your old shoes! An old 
idea, but has it ever been promoted in 
your community? I’ve seen women 
come in taxis; they were ashamed to be 
seen on the street in their old shoes 
and they HAD to wear the old shoes 
in and the new ones out! Pile the old 
ones in the window. By ten o’clock the 
first morning of the sale we have had 
the window half full of old shoes for 
distribution to some organization and 
EVERY OLD PAIR MEANT A SALE 
THAT COULD NOT BE _  EX- 
CHANGED OR REFUNDED! 

Sure, these things are good for the 
other fellow, but don’t you try them. 
You might be parred into some extra 


And now your advertising. For 
Heaven’s sake are YOU still advertis- 
shoes as just shoes? You don’t 


Wake up and LIVE! Quit harping 
about” style shoes and staple shoes. 
People know you have a shoe store and 
that you sell style and staple shoes. 
What else do they know about you? 
Do you specialize in correct fitting in 
your town? Do you give foot comfort 
advice? Do your customers walk in 
comfort from the cradle to the grave? 
Upsetting? Well, for gosh sakes, tell 
them something DIFFERENT if you 





Trademark Used in 
Educational Campaign 


ee ee a a ce 


| Best&Co. | 


Fifth Avenue at 35th Sereet 
P Garden City Mamavoneck Eas Orange 


: 
P Exclusive with Best's 4 
} “POLISHED ACORN”—NEW, 
| NUT-BROWN ACCENT IN | 
GENUINE KIDSKIN SHOES 





EEP, rich, with a subtle plum un- 

dertone, Polished Acorn is a shade 
you'll love with your wine or brown 
tweeds—find a perfect foil for new, 
Fall blues. Best's features it in genuine 
kidskin shoes by “Customcraft.” Supple, 
smoothitting as a kid glove, they 
accent the slimness of your foot—add 
an air of importance to your ensemble. 
Mail and phone onders filled —Wlsconsin 7-5000 











want attention. Tell it on the radio, 
by direct mail, in your usual news- 
paper space or through your windows, 
but TELL it. Make them want to buy 
shoes in your store regardless of price, 
style or what have you! Individualize 
your store through advertising, dis- 
plays and service that is different. Then 
more customers will come to you and 
your salespeople will sell them more 
pairs of shoes. 


Fall Promotions Hold Promise 


[CONTINUED FROM PAGE 20] 


while tips to keep in mind in planning 
your window displays for Fall: Play 
up the season’s colors and dramatize 
their names to make them interesting 
to customers. And don’t fail to tie in 
the accessory items you sell with the 
shoes they are designed to be worn 
with. In this way you make your dis- 
plays more interesting and attractive 
to customers. But what’s more impor- 
tant still, you give them added Selling 
Power. 


Juvenile Shop Has 
Successful Year 


San FRANcIscOo, CaAL.—John L. Mul- 
lany and Joseph J. Applebaum, owners 
of the Junior Boot Shop, have com- 
pleted a very successful first year’s 
business as the operators of the only 
shoe store in San Francisco that 
handles juvenile footwear exclusively. 
Before starting their Junior Boot 
Shop, both men worked for 15 years 
in the children’s department of Som- 
mer & Kaufmann’s Grant Avenue 
Store. Their long experience there 
led both men to believe that there 
should be an individual store for chil- 
dren in San Francisco, and that it 
could be run successfully by relying 
principally on careful fitting. This 
they have done and, judging by their 
first year, they were right. Mothers 
appreciate a store in which they feel 
they can depend on the salesman’s 
knowing exactly how to fit the growing 
child. On the other hand, the growing 
child probably likes the idea of his own 
special bootery. The arrangement of 
the shop is simple, comfortable and 
dignified, and certainly appeals to the 
child’s sense of his own importance as 
well or better than would pony-head 
foct stools. The color scheme is cream 
and brown, with modern chromium 
chairs covered in cream toned leather, 
and tan and orange linoleum on the 
floor. Mr. Mullany says they have 
employed no merchandising stunts or 
unusual displays but have built their 
business exclusively on satisfied cus- 
tomers and careful fittings. Also he 
says, “The trend in children’s shoes 
seems to be toward more and more 
staple styles. We have very little sea- 
sonal buying to contend with.” How- 
ever, one of their busiest seasons in the 
year is now in progress—the buying 
of back-to-school shoes. These are 
mostly of the brogue type for both 
girls and boys. 
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SMALL BUSINESS MEN 
TO DRAFT 
ECONOMIC PROGRAM 


DeWITT M. EMERY 


Of Akron, Ohio, President of the National Small 
Business Men’s Association. 


EEMULATING their forefathers, who assembled exactly 
one hundred and fifty-one years ago for a similar pur- 
pose, small business men of America will convene in 
Syria Mosque Temple in Pittsburgh, Pa., on Septem- 
ber 13 to 16. Their sessions, it is pointed out in an 
advance announcement, will mark the second time in 
national history that business men have voluntarily 
come together to draft a program aimed to steer the 
country out of difficulties—the first meeting being the 
one which brought forth the Constitution of the United 
States. At this second gathering—the first convention 
of the National Small Business Men’s Association 
founded last November—small business men are hope- 
ful of producing a document which also will clarify 
misunderstandings and eliminate dark clouds. 

During their deliberations, and in addition to talks 
by some of their own number, the small business men 
are to hear addresses by several nationally known men 
identified with leading problems confronting the nation. 
Among these will be: Louis J. Taber, master of the 
National Grange; Matthew Woll, vice-president of the 
American Federation of Labor; Robert Johnson, widely 
known management consultant and founder of 


Time; Major John Griffith, athletic 


commissioner 


’ 
Crathering of National Small Business 
Men’s Association in Pittsburgh, Sep- 
tember 13 to 16, Promises to Be Note- 


worthy Occasion, with Speakers of 


Prominence to Discuss Important Topics 
— Plan to Draft Program to Help 
Steer Country Out of Difficulties 


of the Big Ten Conference of Mid-West Universities; 
Royal C. Johnson, attorney and former congressman 
from South Dakota; and Arthur P. Lamneck, repre- 
sentative from Ohio. 

The keynote of the convention will be sounded by 
Dr. A. P. Haake, managing director of the National 
Association of Furniture Chicago, 
widely known authority on husiness and economics. 
He will reveal the determination of the small business 
men of America to steer the nation back to prosperity 
and jobs for the unemployed. 
words and from the wishes of fellow business men back 
home whom they will be representing, the delegates 


Manufacturers, 


Taking a cue from his 


will draft later a program of action. 

The Pittsburgh gathering also promises to be note- 
worthy for other reasons. Realizing that best results 
come from united action and after there has been agree- 
ment as to aims and methods, officers of the National 
Small Business Men’s Association has made two im- 
portant moves. Officers of other small business men’s 
units have been invited to join in the deliberations. 
In addition, key men in various lines of business have 
been asked for constructive suggestions which can be 
incorporated in the program they expect to formulate. 

In commenting on these moves, DeWitt M. Emery 
of Akron, Ohio, founder and president of the assoc- 
ciation, has stated: “We feel that if all small business 
men will join hands, greater benefits for the nation and 
for themselves will result than from attempts by small 
units working separately. Further, we wish to know 
the problems of the entire business field. 
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IF | DIE BEFORE MY MATE 


Pll lose another customer for you 


I’m a sole that was not accurately sorted by 


fibre-structure. Although I match my mate in sur- 


face appearance, my fibre structure is different — 


so when I’m flexed, different stresses and strains 


PHOTO MICROGRAPHS SHOW WHY ACCURATE SORTING-BY-FIBRE IS IMPORTANT 


Those two soles may look alike on the surface, 
but note the difference in fibre structure. The mi- 
croscope shows the one at the left to have stringy 
fibres. The one at the right has compact fibres. If 
these two soles were put on a pair of shoes and 
given equal wear — they'd not give equal service. 

Much more even wearing qualities are found in 


occur inside me. That’s why I’m unlike my mate. 
I feel as though I shall not give good arch sup- 


port as long as it will. 


accurately fibre-sorted soles. At England Walton, 
men who are experts at mating pairs by fibre ar- 
rangement, protect you against the early failure 
of one sole out of any pair. 

More in a new booklet that tells how you can 
have equal uppers support, equal resistance to 


wear, etc. Write for it. 


ENGLAND WALTON 3 caxtdggge 92 A. C. Lawrence Leatuer Co. 


Philadelphia New York 


San Francisco 


Ashland St. Louis Milwaukee 


fe” ENGLAND WALTON ae td 





CUTSOLES ann SOLE LEATHER 


* ian OAK BARK TANNED 
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THIS WEEK IN THE SHOE TRADE 


Saturday, 


September 3, 


Natienal News 





Louisville Stores Have Profitable Summer 


Sales Better Than Last Year in Stores Visited. Prospects for 
Fall Business Look Bright 


LOUISVILLE, Ky. — While the late 
Spring delayed Summer buying, Louis- 
ville shoe stores report very favorable 
Summer conditions, with better sales 
than last year, and every indication for 
a brisk Fall business. The Fowler 
Bootery reported that their sales over 
last year for the Summer season had 
shown a very good increase with the 
prospects for a good Fall bright. Suede 
with black leading was their prediction 
for Autumn wear. 

Mr. Grimes of the Jarman Shoe Co. 
said that their Fall selling at this time 
seemed to indicate that crepe soles 
would have an increasing popularity 
with men this Winter. They are also 
showing imported leathers, Cordovans 
and Norwegian calf, and are increas- 
ing their stock of quality stock, as the 
buying is toward the better grades. 

Due to the late Spring, Mr. Van 
Hoesen, Crutcher & Starks, found the 
selling of white shoes slow, so he 
boosted his white sales by going into 
the market and getting for cash the 
best inexpensive shoes he could get and 
selling them at a modest profit. He did 
not cut his own high priced, quality 
shoes. This was an experiment to se- 
cure more trade. It proved most ef- 
fective. Not more than ten customers 
switched to the cheaper shoes, and they 
brought in many new customers, who 
had not been sold by the firm before. 
Mr. Van Hoesen sold 1000 pairs of these 
inexpensive shoes within a very short 
time, and expects to continue handling 
such a line to hold the new customers 
so secured. He is looking forward to 
an excellent Fall business. The trend, 
he thinks, will be for crepe soles and 
for the newer leathers, such as Swiss 
veal made up in a rough rugged dark 
sand color with crepe soles. The gener- 
al trend in men’s shoes is toward the 
slack idea and all sorts of slack shoes 
will be popular. 

Hanover finds Fall business tends to 
show an increase over last year, with 
brogues, crepe soles and dark colors 


popular. 
Thom McAn, at 609 Fourth Street, 





DATES TO REMEMBER 


Official Leather Opening, Tanners’ 
Council of America, and N.S.R.A. 
Style Conference for Spring, Wal- 
dorf-Astoria Hotel, New York 

September 12, 13, 1938 


20th Annual Convention, New York 
State Shoe Retailers’ Association, 
Hotel Onondaga, Syracuse, N. Y. 
September 18, 19, 20, 1938 


National Industrial Stores Association, 
12th Annual Convention, Hotel 
Netherland-Plaza, Cincinnati, Ohio 

September 19, 20, 21, 1938 


Monthly Shoe Buyers Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ill. 

September 26, 27, 1938 


Shoe Manufacturers’ Spring Opening, 
E. A. Richardson, Manager, Hotel 
New Yorker, New York 
December 4, 5, 6, 7, 1938 


National Shoe Fair, Hotel Stevens, 
Chicago, Tl January 3, 4, 5, 6, 1939 
Michigan Annual Shoe Fair, Hotel 
Statler, Detroit, Mich. 
January §, 9, 10, 1939 


Northwestern Shoe Retailers Associ- 
ation, Annual Convention, Hotel St. 
Paul, St. Paul, Minn. 

January 8, 9, 10, 1939 


Joint Convention, Southwestern Shoe 
Travelers Association and Texas- 
Oklahoma Shoe Retailers’ Associa- 
tion, Gunter Hotel, San Antonio, 

January 15, 16, 17, 18, 1939 





had approximately 3 per cent increase 
in their August business over last year 
and anticipate an even better Fall for 
men’s, boys’ and girls’ shoes. Mr. R. 
L. Harris and his assistant believe 
greatly in the efficiency of good window 
display and the part it plays in sales. 

Forsythe’s had a satisfactory Sum- 
mer season and are now showing Fall 
shoes, optimistic for an upturn of in- 

[TURN TO PAGE 37, PLEASE] 


Ball-Band Sales Meetings Held 


Beginning Saturday, Aug. 13, a 
number of sales meetings of the trav- 
eling representatives of the Misha- 
waka Rubber & Woolen Mfg. Co., 
Mishawaka, Ind., have been held. The 
first was held at Brattleboro, Vt., with 
the salesmen of Dunham Bros. Co., 
who are distributors of BALL-BAND 
Footwear in the New England States 
and Greater New York. Other meet- 
ings were held at Harrisburg, Pa.; 
Cincinnati, Ohio; Knoxville, Tenn.; 
Chicago, Ill.; Omaha, Neb., and Ogden, 
Utah. 

The following men from Mishawaka 
attended these meetings: E. J. W. 
Fink, president and general manager; 
V. F. Ludwig, director of sales; G. D. 
Babcock, manager of sales; C. E. 
Clark, assistant sales manager; J. L. 
Duncan, assistant manager of sales; 
E. W. Speiser, special sales represen- 
tative, and L. S. Taggart, advertising 
manager. 

At these meetings, canvas sport 
shoes (tennis), fabric Summerettes, 
and leather work shoes, lines for 1939 
Spring and Summer wear, were 
shown and discussed. Immediately fol- 
lowing these meetings the salesmen 
left for their territories to show the 
new lines to the footwear trade. 


Roy Blazer Opens New Store 


LANCASTER, OHIO—Roy Blazer, for 
many years manager of the J. E. Mc- 
Henry shoe store at Zanesville, Ohio, 
recently opened his own store at Lan- 
caster. He is assisted in his new store 
by his son, Jack. 


Ralph Head to Cover Principal 
Cities in U. S. 


SAN FRANCISCO, CALIF.—Ralph Head, 
of San Francisco, well known traveling 
man in the Western Section of the 
country, has recently been given the 
assignment of covering the most im- 
portant cities of the entire United 
States and Canada for Padmore & 
Barnes, Ltd., Northampton, England, 
makers of men’s dress shoes. Mr. Head 
has been covering the Pacific Coast in- 
dustry for this concern for several sea- 
sons, but now that he has.been given 
the entire country he will no doubt be 
making some big jumps. 
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These Stars. 


add Ariilliance 


fo Your line 7 





This modern shoe goring offers matching textures as 
well as matching colors — and every inch of FLEX-GORE 
provides the utmost in Style, Comfort, and Long Service 
Wear — the result of three generations of pioneering in 


the manufacture of shoe goring. Write for complete 
line of SAMPLES 


e MOORE FABRIC COMPANY, Pawtucket, Rhode Island « 





O-G Swing Into Fall 


[CONTINUED FROM PAGE 28] 


band cut into staccato notches in a 
scalloped effect just above the sole of 
the shoe and at the base of the upper. 
Braiding in some cases extends along 
the extended sole. As Mr. Silver points 
out, these trimming details not only 
give the shoe a streamlined effect, but 
the construction features they embody 
provide extra protection for the wearer 
by sealing in the warmth and shutting 
out the dampness and weather. These 
shoes have been manufactured in a 
variety of styles, types and colors, with 
each creation receiving its own particu- 
lar name. One of the outstanding crea- 
tions in the men’s “Swing Welt” line 
is the Shoe Boat made on a new ski 
last and with crepe sole. Other men’s 
creations include the Plateau, the Hud- 
dle, and Wing-Back. 

Also in the crepe sole version and 
similar to the men’s number is the 
woman’s ski oxford—a square toe ski 
boot model in brown or black ski 
leather. Other women’s creations in- 
clude an Odessa Oxford in a rich red- 
dish brown calfskin, and O-G Campus 
in Russian grain leather in rich brown 
pebbled calfskin, and a shawl tongue 
in brown or black rough, rugged suede. 
The selection of “Swing Welt Shoes” 
for both men and women includes both 
crepe and leather soles. 

These new shoes will provide the 


The O-G Wing-Bac esented in 
black or brown ski ather with 
heavy soles and new Swing-Weilt. 
Also available with the straight tip 


theme for a major portion of the O-G 
Fall promotion since the term “swing” 
fits in with the current musical trend 
as well as with the mood and manner 
of the young high school and college 
groups. Before the shoes had received 
any advertising or public promotion 
whatsoever they were placed in the 
display windows of the State Street 


The O-G Campus—a fashionable oxford of 

exceptionally fine Russian grain leather in 

rich brown pebbled caifskin with the O-G 
Swing-Welt 


store along with other current mer- 
chandise. The term swing was given 
scant attention, merely being recorded 
on the price tag. The new and striking 
type of construction immediately drew 
public attention and many pairs . of 
shoes were sold before the official pro- 
motion started. 

At present they are being pushed by 
the sales staff as part of the back-to- 
school movement and for “keen young 
men and women.” Mr. Silver points 
out that this new type of treatment 
makes this type of promotion possible 
since the shoe has a definite class and 
snappiness which tones up the shoe 
“and makes it something other than 
the usual run of sports and tailored 
shoes.” 
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“Shoe Cosmetics” Bar Scores i 


When Trimfoot, of St. Louis, recently 
decided to merchandise a line of shoe 
cleaners, they determined that women 
wanted to keep their shoes “factory 
fresh” in a way they take to naturally 
—with cosmetics. Thus, “Trimfoot Shoe 
Cosmetics” were born, and retailers 
now have an opportunity to sell “A 
Beauty Treatment for Shoes”—a dis- 
tinct “make-up” for each particular 
kind of shoe is at the disposal of their 
customers. 

Stores are setting up small Shoe 
Cosmetic Bars which Trimfoot is giving 
to their dealers. In doing this, they are 
giving women an opportunity to buy 
in an old familiar way. The above il- 
lustration shows the attractive display 
bar which one prominent retailer de- 
signed to help display and merchan- 
dise this distinctive line of shoe clean- 
ers. Sales results were most gratify- 


ing and demonstrated to the merchant’s 
satisfaction the soundness of the “Shoe 
Cosmetics” idea. Given a good posi- 
tion in the store or window, the attrac- 
tive display unit commands attention, 
while the “Shoe Cosmetics” idea in- 
trigues the interest of the feminine 
customer. 

Thus it seems that “Trimfoot Shoe 
Cosmetics” embody one of the most 
original merchandising ideas that has 
been injected into the shoe polish busi- 
ness since its inception. Vanity, the 
appeal that has created the half bil- 
lion dollar cosmetic market, is creat- 
ing a consumer acceptance for “Trim- 
foot Shoe Cosmetics” beyond the fond- 
est expectations of their manufacturer, 
according to latest reports. 

The name “Shoe Cosmetics” has been 
registered in the United States Patent 
Office by Trimfoot, St. Louis. 





Louisville Stores Have 
Profitable Summer 


[CONTINUED FROM PAGE 35] 


creased sales this Autumn. Suedes lead 
in popularity in this store. 

Topp’s has opened a new store at 
536 Fourth Street, under the manage- 
ment of Ted Miller. It is an at- 
tractive store with decorations in 
cream, blue and silver, birch woodwork, 
and chairs upholstered in cream and 
dull red leather. They will feature 
good inexpensive shoes. 

Byck’s enjoyed an excellent Summer 
with August showing better than the 
other months. For Fall, they are pur- 
suing their policy of having the very 
newest style—and having it first—be- 
fore other stores in town bring it on. 
They expect high cut elasticized suedes 
to be good with black the leading color 
and browns second, followed by some 
plums and rusts. Alligator is also 


good this season. Windows just now 
are devoted to the college girls and 
shoes for all the campus activities are 
shown with the appropriate gowns in 
Byck’s window. 

Besten & Langan are displaying in 
their window alligator calf shoes and 
bags to match, against a background of 
cut out rust brown Autumn leaves, and 
beside them the advertisement much 
enlarged that appeared in the paper 
concerning these shoes. It is a simple 
but most arresting arrangement. 

Besten & Langan managed to have a 
very profitable Summer, with no mer- 
chandise left over to dispose of in un- 
profitable “Summer sales” at the tag 
end of the season. They bought very 
carefully at the beginning of the sea- 
son and held down reorders to the sal- 
able limit. So they made a good profit 
on the shoes they sold, though selling 
fewer units. Now they are selling new 
Fall shoes — black, berry red, wine, 
rural Autumn. 
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Quality and Price 
Meet on Even Terms 
in RESPRO Products 


Style and appearance may 
make the sale, but long-wear- 
ing goodness must be there 
to keep your customer sold. 
Respro products are con- 
cerned with the inside rather 
than the outside of the shoe. 
They stand for strength and 
durability. Shoes into which 
they are built will produce 
satisfied customers for you. 


Tafsta 


—the non-woven, non-fray rein- 
forcing material. Strengthens 
cut-outs, straps and leathers. 


Tufsta Doubler 


—the non-woven, non - fray 


plumper. 


Durakalf 


—the outstanding replacement 
for leather as vamp and quar- 
ter lining. 


Reskraf 


—the better grade sock lining 
for better shoes at lower cost. 


Footwear in which RESPRO 
Products are used provides 
better quality. 


RESPRO Ine. 


CRANSTON 
RHODE ISLAND, U.S.A. 
Allied Shoe Products Show 


Belmont-Plaza—Room1001 
Sept. 11-12-13 
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Bowling Shoes 
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PROFESSIONAL 
BOWLING _ SHOES 


eacens SHOe MFG. CO. 
& Ritner Sts., Philadelphia 
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Purchases Partner’s Interest 


in Store 


LANCASTER, OHIO—John P. Kreidler 
has recently purchased the interest of 
his former partner, Roy Blazer, and is 
continuing the business as John P. 
Kreidler. 

O. W. Daubert and Lee Schaeffer 
are assisting Mr. Kriedler in the op- 
eration of the store. 

Mr. Daubert has had many years’ 
experience in the shoe business, having 
been with the Stetson Shop, Cleveland, 
for six years, also with F. & R. Laza- 
rus Co., Columbus, for three years. 

Mr. Schaeffer was formerly with 
McHenry’s, Zanesville, and Wolfe- 
Dessauer, Ft. Wayne, Ind., for the 
past five years. 


M. I. Herold to. Manage 
Patent Department 


Boston—M. I. Herold has _ been 
placed in charge of the newly estab- 
lished patent department of the Compo 
Shoe Machinery Corporation. The nvu- 
merous machines made by this com- 


M. I. HEROLD 


pany and the extensive development 
work now going on require constant 
checking and the immediate attention 
of a patent department located in the 
company offices. 

Mr. Herold will have charge of all 
patent matters in connection with the 
development and production of new 
machines which are designed in keep- 
ing with the company policy of provid- 
ing new and independently designed 
machines. 

The firm of Watson, Bristol, John- 
son & Leavenworth will continue to 
act as attorneys for the Compo Cor- 
poration and in close association with 
the new patent department. 

Mr. Herold has been with this firm 
since 1930 and in this connection has 
acquired a familiarity with shoe ma- 
chinery problems. He is a graduate 
engineer and a member of the bar of 
the District of Columbia. For several 
years he was a patent examiner in 
Washington. 


STOCK NO. 462 


TODAY'S 
BABIES ARE ad 
TOMORROW'S CUSTOMERS \ 
Many thousands of them, 
ing Mrs. Day's Ideal baby 
shoes, are—as they grow 


logical for Flexible 
the 


for which Mrs. Day's 
~~ line of 
ittle shoes is ‘‘open 
sesame." 


MRS. DAY’S 
IDEAL BABY 
SHOE CO. 
DANVERS, MASS. 


FLEXIBLE svits 
— A= 


Northwestern Retailers Set 
Dates for Meeting 


MINNEAPOLIS, MINN.— The North- 
western Shoe Retailers Association at 
a meeting held recently set the dates 
for their annual convention and show- 
ing. The meeting will be held on Janu- 
ary 8, 9, 10, 1939, at the Hotel St. 
Paul, St. Paul, Minn. 

Departing from the former pro- 
cedure, all sample room assignments 
will be made direct by the convention 
hotel. All requests for rooms will be 
received by Mr. Harbolt, assistant man- 
ager of the hotel. The exhibit fee is 
$10.00, payable as in the past direct to 
the retail association on or before the 
opening day of the convention. 

Committee appointments have not as 
yet been made but this will be done in 
the near future by President L’Esper- 
ance. Luncheon business sessions will 
be held on January 9 and 10, with the 
annual dinner and ball on the evening 
of January 9. 

H. S. McIntyre, secretary of the 
association, states that early inquiries 
for display space indicates the strong 
probability of a large showing of sam- 
ple lines, while the excellent crop in the 
Northwest and the rapidly improving 
retail conditions would point to retail- 
ers being in a real buying mood at the 
turn of the year. 
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1150 Sixth Avenue 


JACK R. KORBET, Pres. 


may 





The NEW YORK 
SHOE DISPLAY ASSOCIATES 


BEN EMHOFF, Vice-Pres. FRANK STEIN, Treas 
CHARLES FULLER, Trustee. EDWARD STEIN, Trustee. 


Designers, Builders and Consultants on all 
display problems, specializing in installation 
Invite you to visit their show- 
rooms where eighteen com- 


pletely trimmed windows 
be seen at all times. 


Estimates and sketches submitted on request. 


New York City 











Send ( 
( ) Portfolic 


Nome. 


s Attention centers on your store 
when it has an appealing en- 
trance of aluminum or bronze in 
an outstanding Zouri store front. 
New book on Doors and En- 
trances FREE. Also illustrated port- 
folio of Zouri Store Fronts. 


ZOURI STORE FRONTS, Niles, Mich. 
) Door and Entrance Book 





Add 














Hold Fashion Show 
for Employees 


SaN FRANcIsco, CAL.—Sommer & 
Kaufmann’s recently held a complete 
style show for their employees. This 
sales promotion idea which was car- 
ried out under the direction of Max 
H. Sommer is expected to add much 
to the salesman’s equipment for selling 
the latest fashions. Should the cus- 
tomer’s dress match her shoes? Should 
the shoes match the accessories? 
- Should the accessories match the color 
of new platform soles that my lady 
wishes to wear this Fall? All these 
and many other questions were an- 
swered in this fashion show which em- 
ployed models and costumes to the best 
advantage in order to show the signifi- 
cance and adaptability of the Fall high 
styles and fashion. The newest thing in 
smart fashion was carried out by the 
use of many costume types which dem- 
onstrated the handling of color combi- 
nations and showed the variety of 
ways in which accessories could be 
matched. Sommer & Kaufmann now 
feel that their salesmen are able to ad- 
vise women definitely on the most ef- 
fective use of the Autumn colors and 
high styles. 

Mr. W. J. Wilkin, advertising man- 
ager, says that the Fall stock is going 
early and well and that this new busi- 


ness is most certainly the best business. 
The beveled edge, colored sole to match 
the trimming on the shoe is, along 
with the platform sole, one of their 
best sellers. Besides bags that carry 
out the platform effect to match the 
platform shoe, they find that stockings 
which they have had dyed to match 
their shoe colors are going exception- 
ally well. In school shoes they are 
finding that the mudguard type of 
shoe in suede is very acceptable to the 
college girl. 

An interesting experiment which 
they have been making men’s shoes 
and which so far has received an ex- 
cellent response is what Sommer & 
Kaufmann call the Botmaker Mel- 
lowed finish. They take any medium 
brown shoe and, in their own shops, 
mellow it so that it looks worn. Men 
like it. 


Plans Orthopedic and 
General Shoe Store 


CLEVELAND, O.—Scientific Shoe Fit- 
ters of America, Inc., will open an or- 
thopedic and general shoe store at 
10517 Carnegie Ave., S. E., Cleveland, 
in the Carnegie Medical Bldg., about 
Oct. 1, with Clarence I. Faflik as direc- 
tor. The company has taken a five- 
year lease on two store units, with 
space of 32 by 93 feet, with basement. 








HOTEL 


$4 and $4.50 double 








M*°ALPIN 


“AGreat Hotel" 


from $2.50 a day, single 


Broadway at 34 St., N.Y. 


Under KNOTT Management 
JOHN J. WOELFLE, Manager 








marbridge bidg., n. y- 


The store will be air-conditioned. A 
mezzanine will be built on which will 
be a nurses’ supply department in con- 
nection with the Guilford brace shop. 
Special elevator will connect the store 
with upper floors where there are phy- 
sicians’ offices. The store will provide 
the medical profession with all types 
of required shoes, and in addition will 
carry general shoes for men, women, 
and children. William Marsal is vice- 
president and general manager. Mr. 
Faflik has been in the shoe business 
on the West Side more than 20 years 
and now has three stores at other 
Cleveland locations. 


Adds Ready-to-Wear 


WINNER, S. D.—Frank Nemer, own- 
er of the Nemer Shoe Store, has re- 
modeled his store and added ladies’ 
ready-to-wear. Labelled lines of qual- 
ity are being stocked. Mrs. Nemer 
manages and buys for the new depart- 
ment. 


New Arliss Store Opens 


HAMILTON, ONTARIO.—Leo Narnett 
& Co. have opened their new Arliss 
Store at 65 King Street East, Hamil- 
ton, Ontario. Formal opening was 
held Friday, August 26th. The store 
is one of the most modern in Canada. 


te shoe manufacturers and merchants 
in England and the Continent: 


you are cerdially invited to inspect my 


new spring models 


Hotel Mayfair 
Lendon, W. 1. 
sept. 28th to oct. Sth, 1938 


berte shoe styles 


frank silverman 
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Dancing Shoes and Taps 
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PROFESSIONAL TAP DANCE SHOE 
DUCHESS 

HEEL 

PLATE 





AVID T. NATHAN 
138 Lincola $t., Boston, Mass. 
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Women's Shoes 
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IN-STOCK 
$2.25 





AAA-C 


Ne. SO70-——White buck, calf lined, 


White Avon suede sole. 


No. 8080—-White buck, Brown saddle, 
ealf lined, Brown Avon suede sole. 


Ne. SO085—White buck, Black saddle, 
calf lined, Black Avon suede sole. 


Neo. 8086—White elk, Tan saddle, calf 
lined, White eye. Red gristle sole. 


Ne. 8785—Brown vobuck, Brown sad- 
die, calf lined, Brown eye. Red gristie 
sole 


Ne. 8000-—Smoke elk, Brown saddle, 
Calf lined, Red gristle sole. 


Ne. 87890—Brown elk, Brown saddle, 
calf lined, Red gristle sole. 


Send for Catalog Showing 


20 MORE SADDLE OXFORDS 
IN STOCK Priced 82 to $3.60 


N. Y. office, 402-404 Marbridge Bidg. 


A. SANDLER CoO. 











Purchases Big K Assets 


CINCINNATI, OHI0—The Paul Shoe 
Manufacturing Company, manufactur- 
ers of burial slippers for the past 30 
years, recently purchased the physical 
assets of the Big K Shoe Company of 
that city. The latter company up antil 


BOOT anv SHOE RECORDER, September 3, 1938 


it quit business late in 1937, manufac- 
tured a line of men’s slippers. The Paul 
Shoe Manufacturing Company has dis- 
continued its plant at 317 Sycamore 
Street and has established its new plant 
at 424 West Fourth Street. This firm 
will manufacture, in addition to its 
burial slipper line, a line of men’s house 
slippers, bowling shoes and skating 
shoes under the trade name “Relax” to 
retail from $3.00 to $4.00. In addition, 
they will produce a line of women’s 
day-time slippers. 

Herbert L. Gellhaus is president and 
Albert P. Niklas is secretary and trea- 
surer. Mr. Gellhaus is in general 
charge of sales, while Mr. Niklas is in 
charge of manufacturing and buying. 

Elmer H. Lange, who for many 
years was associated with the former 
Stanley Duttenhofer Shoe Company, 
has joined the selling force of the Paul 
Shoe Manufacturing Company and 
will cover the Middle West with their 
new lines. 


Brown Issues Fall and 


Winter Catalog 


Sr. Louis, Mo.—The Brown Shoe 
Company has recently issued a very 
attractive 116-page catalog of their 
Fall and Winter styles in men’s, wo- 
men’s and children’s shoes. 

The book is spiral bound and the 
cover is of a light tan shade, boarded 
to give the idea of leather. The name 
of the company is carried out in the 
lower right-hand corner of the cover 
while the names of the company’s three 
featured lines are carried out in a cir- 
cular effect from side to top on the 
front cover. 

Inside, the book is divided into three 
sections, each section bound a little 
lower than the next so that the reader 
can easily turn to that section which 
is desired. Shoes are printed in two 
colors, either brown or black, and each 
page carries a color background of 
orange, spotted in at various parts of 
the page in a decorative theme. Each 
style carries a stock number and a 
corresponding description on the page 





Simplicity Key Note 
of New Mode 


BEE RRR, 


Smooth fitting, glove-like lines, simplicity 
of treatment, and the increasing emphasis 
on fine detailing sound the key note of 
the new season. This attractive suede 


ELAMS 


PRE-WELTS 





530—Patent Leather 532—White Elk 
531—Smoke Elk 535—Black Eik 


From the beginning-to-walk through 
the pride-in-stride stages, youngsters 
get the necessary foot guidance when 
they wear Elam's Pre-Welts, This line's 
profit building possibilities merit your in- 
vestigation. Write. 


F.S. ELAM SHOE CO: 








which makes it an easy task to order 
stock. 

At the back of the book a complete 
slipper line is shown as well as several 
pages of rubber footwear, findings and 
store equipment. 


Shoe Men and Chiropodists 
to Hold Golf Tourney 


CLEVELAND, OH10—The annual golf 
tournament of shoe men and chiropo- 
dists in Cleveland will be held on Sun- 
day, September 18, at the Ridgewood 
Country Club. The members of the 
Cleveland Academy of Chiropodists and 
the shoe retailers of the city have had 
three good get-togethers in the past 
and each has met with increasing re- 
sponse. 

Golfers who plan to play in the 
tournament are requested to get in 
touch with Dr. Louis L. Smith, chair- 
man of the affair, at the May Com- 
pany or by calling CHerry 3000, so that 
foursomes can be ar~anged. 


Feilich Resigns from 
Bamberger’s 

Newark, N. J.—Robert Feilich, asso- 
ciate buyer of children’s shoes for L. 
Bamberger & Co. has resigned. Ed- 
mund Beattie, buyer of blankets and 
towels takes over Mr. Feilich’s duties. 
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Boston Shoe Merchants Hold Annual Outing 


Group photograph 


were entertained at the Walk-Over Ciub in Campello, Mass. A varied 


taken at the recent annual outing of the Boston Shoe Club on which occasion members and guests 
program of sports, indoor as well as outdoor, 


was run off by the committee in charge of the affair. 





James Franklin Jarman—The Man 


[CONTINUED FROM PAGE 24] 


reputation that came to “Friendly Five 
Shoes” in a price and quality of calf- 
skin that made trade talk universal. 
The growth of the original Nashville 
business has been tremendous, with 
expansion into Gallatin, Lewisburg, 
Tullahoma and Pulaski, Tenn.; At- 
lanta, Ga., and Frankfort, Ky.; and the 
organization of the General Shoe Cor- 
poration (now the sixth largest shoe 
business in America) under the lead- 
ership of his son, W. Maxey Jarman, 
president. 

One of his greatest interests in his 
manufacturing business was the wel- 
fare of his employees. Mr. Jarman 
often expressed his belief that “every 
employee should own his own home and 
automobile,” and strove in every way 
to make this possible. Wages of em- 
ployees of the corporation have been 
consistently above the average for the 
entire shoe industry. 

Under Mr. Jarman’s_ direction, 
numerous. steps were taken in the vari- 
ous factories of the corporation to im- 
prove working conditions, among them 
being the establishment of a cafeteria 
where well-planned lunches are served 
at cost, and the maintenance of medi- 
cal and dental service, registered nurses 
at all factories and completely equipped 
first-aid stations. 

Mr. Jarman was prominent in the 
civic life of his city and in the First 
Baptist Church, where he had been a 
member for thirty-two years. He had 
been chairman of the board of deacons, 
superintendent of the Sunday School, 
and active in numerous other church 
activities, including the Church’s build- 
ing program. 

The following excerpts from edi- 
torials which appeared in Nashville 
papers following his death shov the 
esteem in which Mr. Jarman was held 
in his home city: 

THE NASHVILLE TENNESSEAN: 
“Success has crowned the efforts of 


James Franklin Jarman, who at his 
death headed one of the largest shoe 
manufacturing concerns in the world, 
but one is struck by the fact that ma- 
terial profits were a secondary con- 
sideration in his long and useful life. 
. . . And now that death has come to 
the beautiful and hospitable home on 
Golf Club Lane, Nashville regrets the 
passing of one of its foremost citizens, 
who had always been an influence for 
good. He had led a constructive life 
and had measured up to every obliga- 
tion. His example of constructive 
leadership and high idealism will not 
soon be forgotten.” 

THE NASHVILLE BANNER: 
“This community sustains a positive 
loss in the death of James F. Jarman, 
one of the founders of the shoe manu- 
facturing company nearly fifteen years 
ago, which bears his name, and chair- 
man of the board of its successor, the 
General Shoe Corporation, a concern 
of national repute. ... He was un- 
remitting in devotion to the church of 
his faith, and had occupied various 
posts of responsibility, including mem- 
bership on the Sunday School Board of 
the Southern Baptist convention and 
trustee of the state orphanage. He had 
maintained for years at his own ex- 
pense a number of missionaries in the 
foreign field... .” 


A. F. Trotts Opens Store 


Fonp pu Lac, Wis.—A. F. Trotts, 
formerly associated with the S. J. 
Brouwer Shoe Co. in West Allis for 
many years, has opened a shoe store 
here at 150 North Main St., in quarters 
formerly occupied by the A. A. Her- 
bert Shoe Store. Mr. Herbert will con- 
tinue to operate his shoe repair busi- 
ness in the same store. Mr. Trotts will 
carry a complete line of men’s, women’s 
and children’s shoes. 


Set Dates for Second 
Charlotte Show 


CHARLOTTE, N. C.—Owing to the 
success of the first Charlotte Shoe Fair, 
the management has decided to hold 
a second event of like nature on Janu- 
ary 8, 9, 10, 1939. The coming show 
will be held as before in the Hotel 
Charlotte but because of the number 
of exhibitors at the first affair, the 
Selwyn hotel, which is adjacent to 
the former, will also be used for ex- 
hibition purposes. Both hotels are lo- 
cated in Charlotte. 

At the meeting held recently at which 
the tentative plans for the coming show- 
ing were discussed, the following were 
appointed to the various committees: 

Huron M. Jones, Portage Mfg. Co., 
chairman of the reception committee; 
Dan Daniels, Wohl Shoe Co., chairman 
of the entertainment committee; Louis 
Bruno, manager of Pollock’s Cinderella 
Shoppe, Charlotte, chairman of the ex- 
ecutive committee. Assisting Mr. Bruno 
are Abe Craddock, Belk’s; Cecil Smith, 
Baker’s Shoe Store, and Gordon W. 
Matlock, Pollock’s, all of Charlotte. 

Robert Levine is president of the 
Charlotte Shoe Fair and Jack Croner, 
D. Myers, Baltimore, is vice-president. 
Clarence O. Kuester, Jr., of the Char- 
lotte Chamber of Commerce is working 
with the officers of the Fair in its pro- 
motion. 


Honored for Long Service 


ToLepo, OHI0O—Wilma Wagner was 
honored recently by employes of the 
Schiff Shoe Co. in Toledo at a dinner 
dance held at the Kin Wa Low night 
club, celebrating Miss Wagner’s ten 
years’ continuous service with the firm. 


Kalman Aharoni, manager of the 
Northwestern Ohio district for Schiff’s, 
presented her with a set of silver. 


Opens Shoe Store 


BLYTHEVILLE, ARKk.—The Family 
Shoe Store has opened here with James 
T. Westbrook, of Jonesboro, as man- 
ager. The new firm is owned by the 
—— Dry Goods Co. of Jones- 

ro. 
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Shoe Ornaments 


~~ erm 1 ie helen neil dl ahi heli ted 


SHOE ORNAMENTS— 


That Sell 
PUMPS 


Write for an as- 

sorted dozen at 
No $2.00—any leather 
5000 you specify 


New — Leadi hoe Ornament Mfr 


OLD & Co. 
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Gold and Silver Repairer 
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INSTIL CONFIDENCE WITH 


SHU-PRIM 
GENUINE GOLD & SILVER 
REPAIRER 

Shu-Prim is « 

a liquid or « }—  ~ 

easiest to apply—used 

leading shee factories. 

One tube renovates your 

entire stock of metallic 
Repaired spots 


cannot be seen. Retails 
fifty cents « tube. 


Write 
SIGNAL 
CHEMICAL CO. 





268 Northampton St.. 
Beston 
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Men's Shoes 


“HIGHEST GRADE ONLY” 
EAST WEYMOUTH 


MASS., U. S. A. 





GREAT EASTERN SHOE CO. 


LN STREET 


18 iM 


s 
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White Shoe Window Proved Success 


This attractive white shoe window by Rahn’s, in Benton Harbor, Michigan, 
was adapted from an illustration that appeared in the June 25th issue of 
Boot and Shoe Recorder. Windows that reflect novel ideas and represent 
something more in the way of sales effort than mere merchandise displays 
are most successful, in the opinion of George Rahn, of this up-to-date and 


enterprising establishment. 





Obituaries 


Harry J. Bandy 


NASHVILLE, TENN.—Harry Jonathan 
Bandy, Sr., 57, West Coast represen- 
tative for the Jarman Shoe Company, 
division of General Shoe Corporation, 
died Tuesday, Aug. 23, at the Madison 
Sanitarium in Nashville, Tenn., after 
an illness of two weeks. Mr. Bandy 
had been a resident of Beverly Hills, 
Cal., since 1927, and was visiting in 
Nashville at the time of his death. 

Mr. Bandy was one of the ranking 
members of the Jarman Company’s 
sales force, having been connected 
with the company since shortly after 
its founding in 1924. He was born and 
reared in Lebanon, Tenn., the son of 
the late Capt. William B. and Virginia 
Holmes Bandy. 

In 1891 he entered the shoe business 
with the J. W. Carter Company in 
Nashville, remaining with this com- 
pany until joining the Jarman sales 
force in 1924. 

He had acquired a wide acquain- 
tance in the trade in South and North 
Carolina, and Florida, as well as on 
the West Coast, and his able servicing 
of accounts in his territory had won 
him the esteem and respect of hun- 
dreds of shoe retailers. 

Mr. Bandy is survived by his son, 
H. J. Bandy, Jr., also a West Coast 
representative for the Jarman Shoe 
Company ; his widow, Mrs. Salura Cocke 


Bandy; his daughters, Mrs. N. A. 
Wenning, and Mrs. Cohen T. Williams 
of Nashville; a brother, Ed Bandy of 
Houston, Texas; and two. grand- 
children. 


Benjamin Langmaid 

MARBLEHEAD, Mass.— Benjamin 
Langmaid, well-known salesman for 
the Hoague-Sprague Box Company of 
Lynn, died here Aug. 22. Mr. Lang- 
maid’s health had been poor for some 
time, and two years ago he underwent 
a major operation. 

Mr. Langmaid, who graduated from 
Williams College in 1931, had a bril- 
liant athletic scareer. He was captain 
of the football and hockey teams while 
at college, and later starred with a 
Boston hockey club, touring Europe 
with that team in 1932 to play in ex- 
hibition games in Germany, Switzer- 
land, and France. 

His activities in college included 
prominence in fraternity and class af- 
fairs. His work as varsity fullback 
for three years won him the Belvidere 
medal for 1930. He enjoyed also a 
reputation as a tennis player, having 
excelled in Lynn and Swampscott, 
where he participated in many 
matches. 

He is survived by his widow, Marion 
Curtin Langmaid; his parents, Mr. 
and Mrs. John F. Langmaid; two 
brothers, John F., Jr., and Joseph, and 
a sister, Miss Gertrude Langmaid. 
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ENGLISH SHOES 
Now Carried IN STOCK 


Stocked in 
Widths Sizes 


A—8-12 
B—7-12 
C—6-12 
D—+-12 


ONE OF MANY STYLES 


WRITE FOR CATALOG 














DISTRIBUTING DEPOT FOR U. S. A. 
MANFIELD & SONS 


1636 Ranstead St. 
PHILADELPHIA, 


PENNA. 











Mrs. Margot Hamilton Jeffries 


Boston.—Mrs. Margot Hamilton Jef- 
fries died of a heart attack in Boston, 
Friday, Aug. 26, after an illness of 
nearly five years’ duration. 

From 1928 to 1933 she had been fash- 
ion editor of the Boot AND SHOE RE- 
CORDER and known to shoemen through- 
out America and Europe as a fashion 
authority. 

Born in Lynn, Mass., daughter of 
Timothy A. Bresnahan, famous shoe 
machinery inventor, she was educated 
in a convent and, having a flair for 
music and dramatics, she was sent to 
Italy to study opera. She made her op- 
eratic debut in Milan and then went on 
to Rome, Italy. She then came to New 
York where she was in theatrical work 
for a number of years. 

Following her marriage, she resided 
for some time in Texas and upon the 
death of her husband, she came to New 
York with her daughter, Margot. 

As fashion editor of the Boor AND 
SHoe REcorDER, she played an impor- 
tant part in the interpretation of fash- 
ion, here and abroad. She made numer- 
ous trips to Paris and became a vital 
part in the fashion presentations of the 
Joint Styles Conference. 

Her illness in 1933 terminated her 
trade work but scarcely a week has 
gone by during the intervening years 
but what her name has been mentioned 


by people in trade who couldn’t forget 
her vibrant personality. 

Funeral services were from St. 
Peter’s Church, Upham’s Corner, Mass., 
Monday, Aug. 29. 

She is survived by her daughter, 
Margot, now a young lady of 18, living 
at Beach Bluff, Swampscott, Mass. 


Frank More 


SAN FRancisco.—Funeral services 
were held here recently for Frank 
More, owner of the Frank More store. 

Mr. More had been ill five weeks. He 
was born 48 years ago in Paterson, 
N. J., and came to San Francisco 28 
years ago. Prior to opening his own 
store in 1922, he was manager of the 
Frank Werner Co. 

He is survived by his widow, Mrs. 
Maybelle More; two children, Mrs. 
Shirley More Wolf, and Lois More, and 
a grandson, Franklin More Wolf. 


Boston Club Outlines Plans 


[CONTINUED FROM PAGE 26] 


matters of interest to members. This 
may be a style discussion or a discus- 
sion of merchandising methods. Meet- 
ings held during this year have usually 
resolved themselves into a round table 
conference following the address at 
which . questions were hurled at the 
speaker with, at times, astounding 
frankness; or more or less genial at- 
tacks on a fellow member in an attempt 


to force him to justify some merchan- 
dising program on which he had em- 
barked. 

Other subjects up for early dissection 
are the improvement in methods of 
store operation, salesmen’s compensa- 
tion, handling and checking of stock, 
stock arrangement, store accounting, 
credit selling, sales promotion, includ- 
ing windows, newspaper and direct by 
mail advertising, etc. 

The ethics of good business practice 
will be heavily stressed. “We might 
as well,” figure the members, “learn 
to regulate our own business before 
some outside agency steps in and tells 
us how to do it.” 

Last, but not least among this first 
third of the program, is the promise 
to aid in securing employment for any 
member who may be out of a job at 
the moment. 

The adoption of this has led to the 
introduction of the second third of the 
program—the relationship between 
members and employees. Each member 
is to be asked to consider himself a 
one-man employment bureau when it 
comes to getting positions for retail 
salesmen. Information regarding the 
salesmen and his ability will be ex- 
changed among members and a record 
drawn up for presentation to all mem- 
bers. In this way, it is hoped to make 
it easier for salesmen without jobs 
through no fault of their own to again 
get back into harness. 

[TURN TO PAGE 48, PLEASE] 
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Arch Supports 
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THIS THREE-IN-ONE ARCH PAD — 


@ Is the only one of its kind. It has been 
approved by satisfied customers and is 
advocated by leading foot doctors. 

@ No metal to contend with. 

@ Finest leather and scientifically treated 
sponge which moids to the foot from 
heel to metatarsal. 

@ Worn in both high and low heeled 
shoes. 

@ Women’s retail for $1.00 per pair; 
Men's for $2.00 per pair. 

Write for further information 
and catalogue. 


H-K Manufacturing Co. 
494 Elm St. Lion Bidg. Cine nnati, Ohio 
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Soles and Heels 
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METAL FLEX Non-Slip Soles and Heels. 
LITHOX Soles and Heels. 


No SPREAD, No CURL, No BULGE 


THE LITHOX CORP. 
Wapakoneta, Ohio, U. S. A. 
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Nurses’ Shoes 
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Flexible, Shape Retaining 
NURSES’ OXFORDS 
Made on the 

New OSCO 


SUPER PLIABLE 
Process 


IN-STOCK 
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Footwear to Play Part at 
Merchandise Exposition 

CINCINNATI, OHIO — Footwear will 
play a prominent part in the Merchan- 
dise Exposition, which is to be the fea- 
ture attraction of the 12th annual Con- 
vention of the National Industrial 
Stores Association, September 19, 20 
and 21, at the Netherland Plaza Hotel, 
Cincinnati. Among the shoe manufac- 
turing concerns who have contracted 
for space at the Merchandising Eposi- 
tion of the NISA Convention up to 
August 1 are—Craddock-Terry; Rob- 
erts, Jackson & Rand; Peters and the 
Friedman-Shelby branches of Interna- 
tional Shoe Company; George D. Witt 
Shoe Co.; Brown Shoe Co.; and Cen- 
tral Shoe Co. 

This convention will climax the 12th 
successful year of the NISA, an or- 
ganization composed of the leading in- 
dustrial stores serving employees of 
the country’s basic industries, such as 
coal, steel, lumber, textiles, and chem- 
icals. F. M. Bissikummer, of Island 
Creek Stores, Huntington, W. Va., is 
president. Vice-presidents are Sam J. 
Johnston, of the Leader Store Co., 
Bloomsburg, Pa., and J. A. Ralston, of 
the Hanna Coal Co., St. Clairsville, 
Ohio. A McB. Cooledge, of Koppers 
Stores, Pittsburgh, is treasurer, and 
Hull Bronson, executive secretary. 
Headquarters are in the Southern 
Building, Washington, D. C. 

Retailing footwear will be one of the 
topics to be discussed at the conven- 
tion’s Open Forum, which will be con- 
ducted by Paul R. Umberger, general 
manager of Koppers Stores, one of the 
NISA member companies doing a large 
volume of shoe business. It is expected 
that a total of 150 manufacturers and 
suppliers will exhibit at the 12th an- 
nual NISA Convention, according to 
Executive Secretary Bronson. 

The industrial stores market is made 
up of more than 4100 retail establish- 
ments which do a combined total busi- 
ness in excess of one billion dollars a 
year, says Mr. Bronson. All these 
stores are departmentized, the majority 
of them using the retail inventory sys- 
tem. Except for a variation in forms 
of credit, these stores are no different 
than the progressive non-industrial de- 
partment stores of the country. They 
do retail advertising, price-mark all 
merchandise, and conduct up-to-the- 
minute merchandising promotions. They 
are truly, says Mr. Bronson, a far cry 
from the “company store” of yesterday. 


N.S.T.A. Joins Sales Crusade 


Boston, Mass.—The National Shoe 
Travelers’ Association through its 21 
affiliated associations which are lo- 
cated in the various parts of the 
United States is most active in the 
Salesmen’s Crusade which is now 
sweeping the country. This crusade 
was originally started by certain man- 
ufacturers to encourage salesmen to 
sell more merchandise. Prizes were 
put up to stimulate activity. 


The N.S.T.A. has been on its toes 
from the start and every member as 
well as every association has done and 
is doing his part to sell the argument 
to all shoe buyers and merchants that 
sales resistance is now passé, that 
depleted stocks and shy inventories 
have given no encouragement what- 
ever to the ultimate consumer to buy 
even his absolute and positive wants. 

Many a prospect has been lost be- 
cause the retailer has been obliged to 
say, “I am sorry, madame, but we have 
not your size on hand.” 

The efforts of the shoe traveling 
salesmen are bent to instill in the 
minds of buyers the fact that money 
is not made through hand-to-mouth 
buying, low stocks, and placement of 
small orders, but principally through 
the psychological effect large stocks 
and various styles have upon the con- 
sumer. 

The traveler claims that business is 
nothing more than a circle. The con- 
sumer buys, then the retailer. The 
manufacturer gets his order and the 
workman gets a position, which posi- 
tion brings him money that again 
comes into the hands of the merchant. 

The crusade of the traveling sales- 
men is intended to awaken in the 
minds of all the fact that money is in- 
tended for circulation. Prosperity can 
only come through the stimulation of 
business and a more generous spirit of 
spending. 

It is the intent of the National Shoe 
Travelers’ Association to have every 
traveling shoe salesman in the country 
wear a button bearing the words 
“Sales Mean Jobs.” Salesmen can ob- 
tain them by writing to the N.S.T.A. 
headquarters in Boston. 


Moves Children’s Shoe 


Department 


MILWAUKEE, Wis.—T. A. Chapman 
Co. has permanently transferred all 
its better shoes for children, featuring 
“Jack and Jill” and other popular 
famous makes, to a new enlarged loca- 
tion at the rear of its main floor. 

Adjacent to the children’s shoe shop, 
the store has also opened a new “Deb- 
ster Shoe Shop,” featuring college girls’ 
and business women’s shoes. Brown 
alligator and black suede are being 
featured here for early Fall. 

Downstairs, Chapman’s has com- 
pletely remodeled and enlarged its 
children’s budget shoe shop, featuring 
“Kewpie Twins” and other popular 
types of inexpensive shoes for young- 
sters. 


Compo Declares Dividend 


Boston, Mass.—At a meeting held 
recently, the directors of the Compo 
Shoe Machinery Corporation declared 
a quarterly dividend of $.25 per share 
payable September 15, 1938, to stock- 
holders of record at the close of busi- 
ness on September 3, 1938. 
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GOODYEAR 5 


GOODYEAR WELT SHOES are readily 
adaptable to the modern platform types 
and provide a wide variety of striking 
effects featuring full platforms with dec- 
orative bindings or beaded welting in 


smart contrasting colors. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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SALESMAN WANTED 





SALESMAN WANTED 


LINE WANTED 








a high percentage of cork. 


Commission. 


MOLDABLE MO-LO ARCHES AND ACCESSORIES 


Salesmen of ability who have made a study of foot correction and the science 
ef fitting feet are wanted to sell on commission. 

All products are made of MO-LO which is a plastic comet containing 

It has the unique property of mold 
sure. The impression once made is permanent. 

The line includes types for making shoes fit normal feet as well as various 
standard arches and accessories. MO-LO is also soli in sheets to the orthopedic 
specialist for making custom appliances. 

The line may be carried in conjunction with other specialties. 


Give References and Experience in First Letter 


DANIELS SHOE PRODUCTS AND PERFORATING COMPANY 
Port Chester, New York 


ing under pres- 


Liberal 











Salesman Wanted 


By factory to sell line of Nurse 
Oxford and Arch Type Shoes to 
retail trade. Some styles carried in 
stock. Shoes retail at $1.69 to 
$2.00. May be sold as side line. 
Commission 5% no advances. Give 
references with application stating 
territory desired and how long have 
traveled territory and at least ten 
customers you have sold. Only 
those with experience can be con- 
sidered. Address Box 942, care 
Boot and Shoe Recorder, 140 Fed- 
eral Street, Boston, Mass. 











SALESMAN wanted by large St. Louis 
Women’s Novelty Footwear in-stock house for 
Mississippi. Here is a real money making oee 
tunity for a live wire salesman. When appl ying 
give age and amount of road selling . 91 
in this territory. Address $936, care Boot and 
Shoe Recorder, 1627 Locust St., St. Louis, Mo. 





WANTED resident salesman in Chicago, IIli- 
nois, to handle high grade women’s footwear 
Line includes 
shoes, riding boots and Jodhpurs. Address $953, 
care Boot and Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 


on a straight commission basis. 





O cover Greater New York, Westchester and 
Long Island, to sell Nationally advertised 
stock line of Men’ s dress shoes and work shoes. 
Give experience, references, etc. with applica- 
tion. Address Box $952, care Boot and Shoe 
Recorder, 239 West 39th St., New York City. 


AMERICA’S Greatest Slipper Manufacturer 
has opening for live wire salesman to cover 
Massachusetts, sland, Connecticut call- 
ing on department stores, chain stores and re- 
tailers, with smartest line slippers. Every num- 
ber in stock. Can be carried as side line. Com- 
mission only. State full particulars and lines 
carried. Address $950, care Boot and Shoe 
mei 239 West 39th Street, New York, 








With Following: Selling jobbers, chains and 
department stores, with a line of women's 
Goodyear welt sport oxfords to retail for $2.00 
and $3.00. Make ups, and in stock. When ap- 
plying give reference, lines carried and trade 

sold, commission only, state territory covered. 
Address $949, care Boot and ites Recorder, 239 
West 39th Street, New York, , A 





FOR SALE 


FouR Shoe Stores for Sale. Located A oe 
medium sized cities in Ohio doing a 

able business. Inventory about ars 000.00. on 

ness compels me to retire, T. J. Casey, Mineral 

City, Ohio. 





HOE Store. Located in one of Buffalo's 
busiest communities. Sales $14-15,000 yearly. 
Handling popular brands men’s, women’s and 
children’s shoes. Will inventory over $5,000. 
Present owner 8 years, will sacrifice at $2,500. 
Wire, Hunt, 410 Brisbane Bldg., Buffalo, N. Y. 


FOR SALE. Modern Ladies Shoe Department 

located in Ladies Exclusive Dress Shop. 
Enterprising Eastern Ohio town. Moderate 
rental. Must leave town October. Address $948, 
care Boot and Shoe Recorder, 239 West 39th 
Street. New York, N. Y. 








ROGRESSIVE family shoe store. Town 15,- 

000, adjoining town, 6000. Situated 40 miles 
from Los Angeles, Calif. 

Handling best Nationally advertised lines, 
established 30 years. Land mark. Doing cash 
business, money maker. Good lease. New front, 
fixtures. Owner other interests, $12,000 invest- 
ment. Address $946, care Boot and Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 





FoR SALE an equipped modern shoe store 

which carries advertised brands; 100% loca- 
tion, town of 140,000 population; will either sell 
or take in a partner. It is an established busi- 
ness in New York State. Address 2941, care 
Boot and Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





WANTED 


For Cleveland and Northern Ohio popular and 
low priced line of Women's high style shoes 
that will attract volume buyers by man with 
ability to merchandise 
Address Ne. 944, 
CARE BOOT & SHOE RECORDER, 
239 West 39th Street, New York, N. Y. 














WANTED by high type salesman line of ladies’ 
style shoes for Virginia, North Carolina, 
South Carolina, Georgia and Florida. Have es- 
tablished business among the better accounts. 
A real worthwhile business can be immediately 
built and kept. The best of references gladly 
sent. Address $947, care Boot and Shoe Re- 
corder, 239 West 39th Street, New York, N. Y 





POSITION WANTED 





ETAIL shoeman 15 years’ experience desires 

position as salesman or manager. Age 33. 
Willing to go anywhere. Address Box 2951, 
care of Boot and Shoe Recorder, 239 West 39th 
Street, New York City. 


HOE BUYER available September Ist; 16 

years experience as buyer, 13 years with best 
stores in foremost winter resort city buying 
budget and better Women’s Footwear. 35 years 
of age. Furnish best of reference. Address 
2945, care Boot and Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








HAIN Store Manager, thirty years old, with 

fourteen years experience, desires immediate 
connection. Thoroughly familiar with all phases 
of chain store operation. Can operate store or 
department. Address $943, care Boot and Shoe 
Recorder, 239 West 39th Street, New York, 
es 





WANTED TO PURCHASE 


XRAY MACHINES: Coast shoe chain open 
for several machines. State condition and 
bottom price. C. H. Roy, 1114 South Los An- 
geles Street, Los Angeles, California. 

For Sale 











for ANY lavention or ~~" ry 








address should be counted. 
advertising is payable in 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 
Classified advance. 


S@™ Advertisements for this page must be in our New York office on Friday of the week preceding publication. “®& 


Mini- 
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WANTED TO PURCHASE 


BUSINESS OPPORTUNITY _ 


MERCHANTS’ NEEDS 








WE BUY 
Entire or Surplus Wholesale and Ketail 
Stocks. Also randed Shoes such as 





In v IN BR u BI N 
“The House of Jobs’’ 
898 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 
We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 











Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 
READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-5181 


SHOE STOCKS BOUGHT | | 
| 


79-81 











Hold Outing 


LEOMINSTER, Mass.—More than 200 
members of the Foster-Grant Em- 
ployes’ Association attended the annual 
outing Aug. 20 at Fort Pond. 

The program consisted of bathing, 
softball game, foot races and a dance. 
The affair got under way at & o’clock 
in the morning. The sports program 
was held in the afternoon. In the 
evening a dance was held in the ball- 
room. The committee included Wil- 
liam Moran, Conrad Leblanc and Paul 
Byrne. 


\ Pp ADVERTISING 
\a CC DLL 


—here's how to get 
More Business! 


HE Vincent Edwards Idea Clipping Ser- 

vice has over 2,000 satisfied users. Each 
order filled according to what you want: 
wholesalers usually request best retail ads; 
manufacturers usually want ads of compet- 
itive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & CO. 
World's Largest Advertising Service Organization 
342 Madison Ave., New York City 

Please tell me more about your news- 


Paper en ge A service and special 
short term tria f. 

















CALLING ALL SHOE DESIGNERS 


of prvi’ 


MAXIMS FOOTWEAR Fashion Agency 
can sell your designs, sketches, etc., in 
England. MAXIMS would also be inter- 
ested in obtaining sole concessions for 
novelties, trimmings, etc., for the Shoe 
trade. 


All inquiries to 19 UPPER KING ST. 
LEICESTER, ENGLAND 











MILITARY 
SHOESTAND 


HERE'S A SELL- 
ING HINT THAT 
WILL SELL MORE 
MEN'S SHOES 





Display men's shoes this eye-catching way. Display 
them as a man sees his shoes right on his feet. 

This efficient shee stand grasps the shees and 

holds them in the } ~ wy ition a man holds his 
feet while a ae And by placing them in your win- 
dow as illustrated, you'll be showing your men's 
shoes to “y better a = % be making « 
stronger bid for y 


$6.00 a dozen $3.50 half dozen 
M. D. POLLINGER CO. 


Hollland Bidg., St. Louis, Mo. 





MERCHANTS’ NEEDS 


ANDERSON 
> , AC : 
TREE 
°. 


Self-Adjusting 
5 SIZBS - ALL shoss 


Send for 30- sasbu ted pair. 


A. R. ANDERS 
Arlington, N 








ROBERT HECKEL, Murra 








Opens Enlarged Department 


JACKSON, Miss.—The Emporium has 
just opened its remodeled and greatly 
enlarged shoe department which serves 
the whole family. H. P. Walker, man- 
ager and buyer of the department for 
the last 20 years, will continue in that 
capacity. 

In the remodeling a special section 
was established for men and one for 
women, the latter having 20 extra 
chairs. The entire shoe department 
was paneled in satin-finish, natural 
maple. The chairs, fitting stools and 
display cases are of maple also and the 
upholstery and draperies are of teal- 
blue. Some 7,000 pairs of shoes will 
be carried in the enlarged stockroom. 


SEND 


for a copy of our new catalog illustrat- 
ing the newest in Shoe and Hosiery 
Display Fixtures. 


Sixteen pages of suggestions vital to 
every merchant interested in increas- 
ing his sales. 


Segall & Sons 


DISTINCTIVE DISPLAY FIXTURES 
925 ARCH ST., PHILADELPHIA 





No Mis-Mates with Mate Marks 
2450 2450 2450 





New General Shoe Plant 


PULASKI, TENN.—The new factory 
branch of the General Shoe Corpora- 
tion, of Nashville, recently completed 
here at a cost of $75,000, was for- 
mally dedicated. About 60 operators 
are in training and a production of 
5000 pairs daily will eventually be at- 
tained. Dave C. Curtis, manager of 
the Tullahoma, Tenn., branch since 
1934, has been placed in charge. 

The selling division which will 
handle shoes manufactured at Pulaski 
will be known as the Statler Shoe 
Company. 

Taking part in the formal dedica- 
tion were the following officials of the 
General Shoe Corporation:’ W. Maxey 
Jarman, president; J. H. Lawson, gen- 
eral manager in charge of production; 
George W. Nowland, in charge of the 
service division; C. W. Cook, assistant 
vice-president and advertising direc- 
tor; Henry W. Boyd, secretary-trea- 
surer, and W. H. Wemyas, executive 
vice-president. 





[48] 
Boston Club Outlines Plans 


[CONTINUED FROM PAGE 43] 


And just to make it sure that all 
salesmen will have the requisite knowl- 
edge in order to keep their jobs, there- 
by keeping unemployment at a mini- 
mum, it is planned this coming Fall 
to set up some kind of an educational 
program, covering fitting as the first 
step, which will be made available to 
all salesmen in the employ of every 
member. 

The third part of the program—pub- 
lic relations—is still in process of being 
born. To date it has been suggested 
that the papers probably will be glad 
to cooperate by publishing style articles 
which have the approval of the mem- 
bers; and that, as the club grows older 
and becomes a real power, the retail 
advertising of members may carry the 
club embiem—an assurance to the pub- 
lic that the merchandise advertised is 
of the quality described and that the 
advertised price is fair. 

Not content with that, the organiza- 
tion proposes to keep in touch not only 
with similar retail clubs in all parts 
of the country in order to swap infor- 
mation regarding styles and merchan- 
dising practices; but also with other 
branches of the industry—tanners, 
shoe manufacturers, wholesalers and 
traveling salesmen. And the club can 
be used as the focal point in any survey 
of retail conditions which may be 
planned by any of the many statistical 
organizations which are constantly 
seeking accurate information from 
large and small retailers. 

In addition to wakening themselves 
up and taking every possible advantage 
of cooperative action, the Boston Shoe 
Club has set out to show the country 
that this city, once the stronghold of 
merchant association activity, again 
seeks the same honor. 

Officers and members of the Exec- 
utive Committee of the club are Philip 
Bayes, President; Raymond Newton, 
Vice President; Roger Curtis, Secre- 
tary-Treasurer; William B. Greene, 
Vincent Bernagozzi and Thomas J. 
Connors. 


Allied Shoe Products Showing 
On September 11, 12, 13 


New York—More than 60 exhibitors 
have made reservations for the Allied 
Shoe Products Showing and Style Ex- 
hibit to be held on September 11, 12 and 
18 at the Belmont Plaza hotel, this 
city. Held at a nearby hotel and at the 
same time as the Leather Show and 
Spring Conference of the N.S.R.A., it 
is expected that the showing will at- 
tract many shoe men who are in town 
for the Leather Show, for here, in a 
compact showing, they will be able to 
view the latest developments in styling 
and materials used in shoe construc- 
tion, 

A. C.. Reuter, with offices in Room 
425, Marbridge Building, is the direc- 
tor in charge of the show. 





BOOT anv SHOE RECORDER, September 3, 1938 


Bagge. 


BOOTS AND SHOES 


BROOKS SHOE MFG. CO., Philadelphia, P. 

CLAPP, EDWIN, & SONS, INC., E. ‘Weymouth Mass. 

DANVERS SHOE CO., Manchester, N. H. 

DREW, IRVING, CO., THE, P: 

ELAM, F. S., SHOE CO., Rochester, Y 

FRIEDMAN-SHELBY SHOE CO., St. Louis, Mo 

GREAT EASTERN SHOE CO., Boston, Mass 

GREEN SHOE MFG. CO., Boston, Mass. 

HYDE, A. R., & SONS CO., Cambridge, Mass. 

MANFIELD & SON, Philadelphia, Pa. 

MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind. 

MRS. DAY’S IDEAL BABY ~—, CO., Danvers, Mass 

NATHAN, DAVID T., Boston, Mass. 

O'DONNELL SHOE CO., Humboldt, Tenn. .................0.. cceceeee cee 
OWENS SHOE CO., Salem, Mass. 

POS it, GARE MOOD, IID, none cs ceccccse cede ccvcevccsceceee eects 
VITALITY SHOE COMPANY, St. Louis, Mo. 


LEATHER AND OTHER MATERIALS 


ALFRED VAMOS, New York City 

BARBOUR WELTING CO., Brockton, Mass. .. .............-..-eeeeeeeees ; 
ENGLAND-WALTON, Boston, Mass. 

KISTLER LEATHER CO., Boston, Mass. 

MOORE FABRIC CO. pone, R. L 

RESPRO, INC., Cranston, IL. 

RUEPING, FRED, SEATHER CO., Fond Du Lac, Wis 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


BECKWITH MFG. COMPANY, Dover, N. H 

DU PONT, E. lL, DE NEMOURS & CO., INC., Arlington, N. J... ... 
GOODYEAR TIRE & RUBBER CO., Akron, O. 

LITHOX CORP., THE, Wapakoneta, O. 

Pee rec Con, Gained: Biaae. 2... wc cc ccc ccc cc cc ccc ccene 3rd Cover 
SIGNAL CHEMICAL CO., Boston, Mass ; 4 
STERLING LAST CO., New York City 

UNITED SHOE MACHINERY CORP., Boston, Mass 

VULCAN CORPORATION, New York City 


STORE EQUIPMENT AND FINDINGS 


ANDERSON, A. R., & CO., Arlington, N. J. ... 2... 2... cece cece eee ee eee cence 
FEINGOLD, D., & CO., New York City 

HECKEL, ROBERT, Murray, Utah 

H-K MANUFACTURING CO., Cincinnati, O. 

SEGALL & SONS, Philadelphia, Pa. 

WELLS, GUS V., Des Moines, Ia. 

ZOURI STORE FRONTS, Niles, Mich. 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City 
DEWITT OPERATED HOTELS 

HOTEL McALPIN, New York City 

IRVIN RUBIN, New York City 

KIRSCH-BLACHER CO., INC., New York City 

NEW YORK SHOE DISPLAY ASSOCIATES, New York City 
POLACHEK, Z. H., New York City 

POLLINGER, M. D., CO., St. Louis, Mo. 

SILVERMAN, D., New York City 

VINCENT EDWARDS & CO., New York City 


LEATHERS—SECTION TWO 


ALLIED KID CO., Boston, New York City, Philadelphia, Pa 
AMALGAMATED LEATHER COS., Wilmington, Del 
AMERICAN HIDE & LEATHER CO., Boston, Mass. 
CARR LEATHER CO., Peabody, Mass. 
COLONIAL TANNING CO.. Boston, Mass. 
EISENDRATH, B. D.. TANNING CO., Racine, Wis. 
IE ln Ms OO, Fs Dns occ iccccccicctecees Recccese tes 56, 57 
GALLUN, A. F., & SONS CORP., Milwaukee. Wis. 
GUTMANN & COMPANY, INC., Chicago, II. 
HUBSCHMAN, E., & SONS, INC., Philadelphia, Pa. 
HUNT-RANKIN LEATHER CO., Boston, Mass. 
MONARCH LEATHER COMPANY, Chicago, Ill. 
NORTHWESTERN LEATHER CO. TRUST, Boston, Mass. 
OHIO LEATHER CO.. Girard, O. 
TROSTEL, ALBERT & SONS CO., Milwaukee, Wis. ......................... 
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ATTRACTIVE SPRING LEATHERS 


rs + New York + Waldorf-Astoria + September 12 & 13 


BOOTH 7 


Monarch Leather Company 


CHEC EGO -* BOSTON 8 Sb Eee FT * @ ice. NEW YORK 
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Authentic Colors Spring 1939 
As Approved by Tanners’ Council 


OFFICIAL CALCUTTA AMALCO SUGGESTED 
| HARMOOZ 
COLORS ae ae LIZARDS AMALAC LININGS 








MARINE BLUE 





PARISIAN BLUE 








| 


RED BURGUNDY | 





GOLDEN 
HAVANA 





PATIO TAN 





BURNT EARTH 








INDIA BROWN 676 699 











Amalgamated Special Promotion Colors 





POILU BLUE 470 970 15! 





GLADE GREEN 





KELLY GREEN 























AMALGAMATED LEATHER COMPANIES, Inc. 
WILMINGTON . ~. DELAWARE 
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The sixth editi 
tion of de | 
= ~ uxe swat 
= bon a and et cirragen ding 
aoa . atent. If you are not es 
ing list. write us for a co rope 
‘ Ppy- 





In every season --- and in every line - - - patent leather is 
a staple .-- patent leather is a sty*- Never is the question 
“Will it be patent leather?” -- - rather, “What patent 
leather?” 


The answer is found in the popularity of COLONIAL .-- # 

preference earned by steady development of improved and 

standardized patent leather in black and colors which has 

the user constantly high quality .-- maximum 

. complete satisfaction. Year in and year out, 

for your patent leather patterns -- - it’s safer to specify 
_. « COLONIAL. 


COLONIAL TANNING CO. BOSTON, MASS. 


FOR ae ae 
7 PATENT LEATHER SHOES | 


Fo RO} NEPAWE 











GLAZED KID and SUEDE 
RUBY (Black) GLAZED KID 
PEERLESS Colors in all Popular Shades 





VANS HAND CRUSHED AND GRAINED GOATSKIN 


BROADTAIL BOHKARA PIG 
CARACUL TARTARKID MOROCANNA 


Sl 


All are distinctive grains ... produced only by Evans... sampled ex- 


® tensively by the foremost designers and manufacturers. See them at the 


Show in all colors. . . . JOHN R. EVANS & COMPANY, CAMDEN, NEW JERSEY 


DEFINITE SALES INFLUENCE 
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: Meibiiosin Kid 


Facetiously called “Hurricane Kid 
has taken the country by storm, thi 
able leather, with its fine hand-bo 

first choice for Spring street and 


© Sidon. Med 


There is nothing nebulous about 
this infinitely soft, dull-finished kids 
able qualities are lending themselve 


the most luxurious afternoon and e 
on record. 


‘Glazed Kid 
New Castle glazed kid has always | 
its kind. Now, in thirty glowing 
booked for a brilliant future in Spri 
and evening shoes. 
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, hand Y (vision 


Glazed Kid assumes a new impo 
chandising plans for Spring, because 
on smooth surfaces. Standard kid 
for volume promotion. 


Vode Doeskin leads all suedes in 
and variety of its colors. For resort 
doeskins in two and three-tone c 
are slated. 


3 Specially Yinision 


Bahama Kid, richly grained, rioto 
will make thousands of next Sprir 
mer’s play and street shoes, in ve 


Kid linings achieve fashion interest 
carefully planned colors. Cyclamen 
other flower tones are important 
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. Y uaker Cily ees 


Quaker City Division makes all of 
Company’s black kidskin — a leathe 
rich as anthracite. Glazed and Silki 
tional character, are specified for 


women’s shoes. 


. MeNeely ian 


Men’s and women’s kidskin, in good 
blues, and a new wine tone, are th 
of this famous old Philadelphia tan 


tannage is especially favored for all 
types of shoes. 








BOOT anno SHOE RECORDER, September 3, 1938 


“ Gold and Shins Kid 


Supple, adhesive and mellow, these 
kidskins are recommended for sha 


formal accessories. 


. Seerling DPrlent Goll 


In black and classic colors, it has t 


and excellent cutting qualities so s 


this type of leather. 


° SHerling Ya ved Coll 


A new slipper leather, distinguishe 


ness and suppleness. Now availal 
brown, blue, wine, green and brig 


‘ Herling Coadhed Colt 


A new crushed finish on a leathe 
great economy in cutting and integ 
practical for both men’s and wa 
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QuaLity LEATHERS by 
HuNT-RANKIN LEATHER Co. 
WHERE A ReEputTATION Is 
VALUED ABOVE PRICE 





VELVETTA SUEDE CALF 


The original and only non-crocking suede 
calf leather. 


BUCKO CALF 
The original reverse calf that adapts itself 
to all types of walking and sports shoes. 


WHITE RUSSIA CALF 


Clear white and washable. 





SOFTONA RUSSIA CALF 
Beautiful black and white and other fash 


ion shades for spring and summer. 


RUSSIA GLACE CALF 


Russia Infanta calf of small selected 
leathers. 


BOOTH No. 13 
Waldorf-Astoria Hotel 


September 12-13 





HUNT-RANKIN LEATHER CoO. 


106 BEACH STREET, BOSTON, MASS. 
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TASTING NIEWN he 


and our complete line of style leathers for Spring 1939 includ- 
ing Princess Calf, Cadet Patent, Ooze Calf, Royal Calf, Willow 
Calf, White Buck, Empire Sides, Amerigrain Elk, and Willow 


Bag Calf, will be on display at the Tanners Council Exhibit, 


Waldorf-Astoria, New York, September 12 and 13. 
ynorican HIDE AND LEATHER Company 474.242. 
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COORDINATION GUIDE 
Women’s Shoe and Leather Colors for 
Spring 1939 


THE ten shades listed below comprise the selection 
of women’s shoe colors for Spring 1939, adopted by 
the joint committee of tanners, shoe manufacturers and 
retailers in cooperation with the Textile Color Card 
Association. 

Because of the increasing significance of color in 
shoes and other accessories, the joint committee deemed 
it advisable to choose a lighter and a darker rendition 
in certain important color families, the darker shade 
in each group being considered basic. These include 
Red Burgundy and Claret, Parisian Blue and Marine 
Blue, Patio Tan and Golden Havana, also Sienna Rust 
and Burnt Earth, the last-named shade in each group 
being the basic tone. Brown Mahogany and India 
Brown may also be regarded as basic. 

Following are the coordination notes issued by the 
Textile Color Card Association to assist the shoe and 
leather industry in promoting the spring shades accord- 


And How They Fit in 


9 the Fashion Picture 


by 
MARGARET HAYDEN RORKE 
Managing Director, Textile Color Card 

Association of the United States, Inc. 


Photo copyright New York 
W orld’s Fair, 1939. 





ing to the smartest advance color tendencies in cos- 
tumes and accessories: 


RED BURGUNDY, CLARET (New Colors) 


The wide fashion acceptance of the wine range in 
accessories, particularly as a smart contrasting note 
to the Spring costume, gives strong impetus to this new 
vintage family in leathers, interpreted by the sparkling 
Red Burgundy and the rich deeper Claret of purplish 
undertone. These wine reds complement all the new 
blues in Spring costumes, from navy to pastel shades, 
also vintage red and rose tones, beige, grey, green or 
black. The purplish Claret also goes well with the im- 
portant violine gamme stressed here and in Paris. 

Besides keying with the above basic costume colors 
for town wear, Red Burgundy and Claret are chic ac- 
cents to sports clothes in white and pastels, including 
orchid pink, violet blue, lime and mauve. 

Red Burgundy and Claret are used alone or in com- 
bination with Parisian Blue, Marine Blue or black. 
Also very smartly combined with white in sports shoes. 
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An Analysis of the New Leather Colors for Spring and Summer, 1939 


PARISIAN BLUE, MARINE BLUE (Repeated Colors) 

Continued emphasis is placed upon these two suc- 
cessful blue tones, because their smart purplish cast is 
in close harmony with the outstanding blue shades in 
Spring costumes. Since its introduction last Spring, 
the lively lighter than navy tone, Parisian Blue, has in- 
creased in style prestige, especially as a complement to 
costumes in white, pastels and animated colors, includ- 
ing the fashionable violet blue and purplish rose or 
red flower tones, such as cyclamen, fuchsia and Amer- 
ican beauty. 

Marine Blue reasserts itself as the correct basic navy 
tone for wear with many town costume shades, includ- 
ing navy and other blues, and light neutrals, as beige 
and grey. 

Parisian Blue and Marine Blue are used alone or in 
combination with the wine tones, Red Burgundy and 
Claret, as well as with rust shades, as Burnt Earth and 
Sienna Rust. Also, Parisian Blue and white are sig- 
nalled as a very important combination for the spec- 
tator sports shoe. 


PATIO TAN (New), GOLDEN HAVANA (Repeated) 
Because of the high fashion rating given light golden 
or burnished browns, the warm Golden Havana leather 
tone has increased style prestige for Spring, as a com- 
plement to harmonizing lively browns and beiges in 
costumes, as well as with medium blues and navy, 
greens, black and gay sports or country colors. 

Patio Tan, the new lighter development in this chic 
range, keys closely with golden wheat, burnt straw, 
honey and amber tones in textiles, also with light and 
medium blues, such as turquoise, aqua and duck shades, 
and greens, including lime and the yellowish Persian 
types. 

Golden Havana and Patio Tan are used alone or 
combined smartly with each other, or with Marine Blue, 
India Brown, black or white. 


BROWN MAHOGANY (New Color) 

Important new high style development of lively red- 
dish brown in the mahogany family. Very smart as a 
swagger accent to town or country clothes in harmoniz- 
ing rosy beiges and warm browns, blues, greys, greens 
and dusty rose tones. 


SIENNA RUST (New), BURNT EARTH (Repeated) 

The sustained popularity of the animated terra cotta 
and Titian shades in costumes and accessories lends 
strong interest to these two vibrant rust tones in leather. 

They add a dashing note to casual town or country 
clothes in navy, slate and other smart blues, as well as 
to rust and auburn shades, greens, greys and beiges. 
Also an exciting accent to black. Burnt Earth reflects 
the smart rosy note in rust, stressed as a fashionable 


color tendency here and abroad. The lighter Sienna 
Rust keys especially well with russet hues of orangy 
cast, as seen in new tweed mixtures. 

Sienna Rust and Burnt Earth are used alone or in 
combination with Marine Blue, Parisian Blue, India 
Brown or black. They are also important in sports 
shoes as combining colors with white. 


INDIA BROWN (Repeated Color) 

This classic brown tone is again recommended for 
general wear with neutral beiges and browns, greens, 
and subdued blues or rose shades. It combines with 
Patio Tan, Golden Havana, Sienna Rust or Burnt 
Earth. 

NOTES 

While the all-white shoe remains an important factor 
in Summer business, indications are that its volume 
will be reduced, owing to the continued strong ac- 
ceptance of the color contrast movement in accessories 
and the increasing favor for the sports shoe in white 
combined with color. 

In addition to the popular combinations of white 
and russet tones, as Sienna Rust or Burnt Earth, there 
is growing high fashion approval of the spectator 
sports shoe in white combined with wine, as Red Bur- 
gundy or Claret, also with Parisian Blue. Other smart 
combinations include white with Marine Blue, Golden 
Havana, Patio Tan or Brown Mahogany. 


* ” ~ 


Although black retains its basic significance in 
women’s shoes, its volume is lessening, because of the 
increased use of color. Black is distinctive in combina- 
tion with Red Burgundy, Claret, Patio Tan, Golden 
Havana, Sienna Rust or Burnt Earth. 


MERCHANDISING ANALYSIS 
Men’s Shoe Colors for Spring 1939 


Following are the nine colors selected for men’s shoes 
for Spring 1939 by the joint committee of tanners, 
shoe manufacturers and retailers, in collaboration with 
the Textile Color Card Association. 

The Textile Color Card Association has issued this 
merchandising guide to assist the men’s shoe industry 
in the promotion of the Spring shades: 


TOWN COLORS 
YORKTAN (New Color) 


Lightest of the town colors for men’s Spring shoes. 
This new shade was first introduced as a typical “stain- 
ing calf” color, to be dressed a darker shade after it 
is worn and thus bring out the rich golden lustre. Also 
the correct tonality for reversed leathers used in town 


types. [TURN TO PAGE 88, PLEASE] 





BOOT anv SHOE RECORDER, September 3, 1938 





—it’s Gallun’s Norwegian Calf 
that sells your shoes \ \ \ 


Whether in a moderate-priced line you can sell in volume, or 
in the exclusive creations of the custom bootmaker, Gallun’s 
famous vegetable tannage gives you a combination of selling 
appeals found in no other leather . . . The handsome hand- 
boarded grain of Norwegian Calf immediately imparts that 
custom look. Its vegetable tannage wins the acceptance and 
loyalty of your discerning customers . . . it is light in weight, 
glove-soft at the first wearing, and retains its pliability even 
after repeated wetting and drying. It gives greater comfort 
and fidelity to shape . . . Whatever the shoe, there is a 
Gallun vegetable-tanned leather suited to it. For easier sell- 
ing, check the Gallun vegetable-tanned numbers on your 
next order. A. F. Gallun & Sons Corporation, 

Milwaukee, Wisconsin 


=GALLUN 


> hEGMMENM 
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ALL the merchandising world is waiting expectantly for 
April, 1939, and the New York World’s Fair, the great- 
est promotional opportunity of a decade, and one which 
will sell millions of dollars of merchandise. To the shoe 
merchant here is a theme of very particular significance. 
For through the grand entrances of this great fair will 
walk, next Spring and Summer, some 50 million men, 
women and children. They will be the best dressed, and 
more important to him, the best shod cross-section of 
its size in the world. Fifty million Americans can’t be 
wrong, and this will be a laboratory of fashion and pro- 
motion well worth every merchant’s careful analysis, an 
experiment the like of which he may never witness again. 

What better theme could be devised for a preview of 
American leathers for Spring, 1939, than “Shoes They 
Will Wear To The Fairs.” The following presentation 


and analysis is, in effect and anticipation, a magic carpet 
from which to view the trends that shoes and leathers 


will take in their course toward making these 50 million 
pairs of American feet the best shod feet in the world. 


Model of the Aviation Building 
at the New York World's Fair 
1939, designed to give visitors 
the impression of their arrival 
at a large and busy airport. 
Copyright, N. Y. W. F. 
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The Apparel and Accessories 
Building at the New York 
W orld’s Fair, the first build- 
ing in any international ex- 
position to be devoted to 
women’s fashions. 


White with color is an important 
fashion note for the coming Spring. 
The bright blue lacing and blue and 
white goring on this gleaming white 
patent shoe is slated to be a popular 
color combination. 
CoLontaL TANNING Co. 








Patent is the ideal leather for this 
sandalized oxford. 


Black and white patent with dec- 

orative goring make a striking 

Spring into Summer shoe. Both 
from Seton LeaTHER Co. 


Scale model of Trylon and Peri- 
sphere, used for background, by 
courtesy of D. W. Pratr & Co. 


WHEN you come to the Waldorf in September, 
take an hour or two and taxi once to Flushing 
Meadows. Take a look at the “World of Tomor- 


row” rising out of the flat lands of Long Island. 


There’s inspiration in those there acres! 

You'll get a feeling of dynamic, exciting design 
that will make you want to “let yourself go” on 
the shoe patterns you choose for Spring. You'll see 
strange modern forms that suggest the source of 
new ideas in heel styling and trimming details. 


-- tN SMOOTH SURFACE LEATHERS 


YOU'LL get an impression of color, color every- 
where that will egg you on to more color promo- 
tions next season. You'll get a cross section picture 
of how wide and varied are the interests of the 
American public . . . and how many different types 
of shoes it takes to make a Spring and Summer 
for your customers. And you'll think of how many 
miles walking feet will cover in 1939 . . . and how 
important comfortable, flexible airy shoes are go- 
ing to be—this coming year of all years! 


—II 








(Above) The all white shoe in smooth 
leathers is always a Summer leader. 
Shown here in white kid in a charm- 
ing sandal pattern with unusual 
pleated throat trim. G. Levor & Co. 


(Upper left) White kidskin stepin, 
made light and cool with decorative 
cutouts. 


(Lower left) Touches of white on a 
navy sandal with half-platform sole. 
The soft twisted strips over the open 
vamp are a favorite trimming detail. for 
1939. Both from Joun R. Evans & Co. 





FOR the opening of a new season, smooth leathers come 
to the fore as the logical complement to finer, closer 
weaves in Spring costume fabrics. And the pull-overs on 
these pages show with how much drama and detail these 
smooth surfaces can be treated. 

Little dressmaker ruchings and pleatings will be im- 
portant in new patterns. Variations on the theme of thong 
lacings will carry on for Spring. The patterns illustrated 
also show that constructed cut-outs offer infinite possibili- 
ties for individuality in the ventilating of patterns, newer 
than perforations and giving more scope for unusual pat- 
tern treatments. 

But most significant of all the new treatments for 


Spring is the platform. By the time the two World's Fairs 
open, the raised sole is expected to be a dominant fashion. 
Manufacturers are working nights to make platforms 
flexible and wearable. Retailers see a new selling point 
in the shoe to give feet padded protection from the heat 
and the hardness of pavements. The contrasting plat- 
form gives a whole new slant to accessory tie-ups .. . 
with this strip of color on the shoe echoed in a hat, a 
glove, a bag, or a trimming detail on the costume. The 
“half platform” that leaves a clean-cut, graceful arch is 
expected to take the place of the whole platform. And 
in this area between the toe and the arch, much of the 
interest of new shoes will be concentrated. 














Giazed and Grained Surfaces Make a Versatile 


Leather fer Spring Shees 


MionTH by month, while the futur- 


istic shapes—all angles, planes and 
spheres—of the many-colored build- 
ings of the New York World’s Fair 
have been slowly rising, developments 
equally important to the kid tanning 
industry have been in progress. 
Early last Spring the public first 
became aware of what was happening. 
In leading newspapers important 
stores began to advertise kidskin 
shoes. This announcement was excit- 
ing fashion news. In design and treat- 
ment they were in the front rank of 
high fashion shoes, a position which 
kidskin had not held for many years. 
Slowly but surely, through the 
Spring and Summer and into the Fall, 
women have been learning to recog- 
nize the beauty and charm of kidskin 


shoes. They like the new patterns 
the soft draped treatments in dainty 
Summer sandals and the trim pleat- 
ing and tucking on tailored walking 
shoes for Fall. And they like the way 
this delicate leather takes the new 
shoe colors, pastel or warm glowing 
tones. 

During these months the tanners 
also have been learning more about 
the possibilities of kidskin. In the 
late Fall lines grained as well as 
glazed kid shoes will be sold. And 
by Spring it is expected that “mara- 
cain” kid will be an important part 
of the kidskin picture. This type of 
surface is as old as the tanning indus- 
try but the modern tanner is rediscov- 
ering it as specially suitable for tai- 


lored types. 


Pullovers illustrated lower left. 


Black kid in a smart trimmed pump. The 

severity of all black kid is relieved by touches 

of patent’ leather and contrasting. stitching. 
WutAMm Amer Co. 


Airy Summer sandal in soft smooth kidskin 
trimmed with white. Surpass LeatHer Co. 


Railroad Exhibit Building at the New York 
World’s Fair. Architects: Eccers & Hiccuns. 





Right—A type of dainty molded sandal 
especially suited to this pliant delicate 
leather. Chianti kid piped in white. 
Amalgamated Leather Companies, Inc. 


Lower right—Maracain kid in unusual 
walking shoe with wedge heel and con- 
trasting platform sole. Blue smooth 
kidskin in dressy sandalized pattern. 
Contrasting wine color details are car- 
ried out in the Talon Fastener. Both 
from Allied Kid Co. New Castle Divi- 


sion. 








EN spite of its rugged appearance, 
which makes it ideal for tailored and 
sports patterns, maracain kid is as 
light and supple for draping as any 
glazed kidskin. Unlined and perfo- 
rated is should make ideal play and 
sports shoes. 

Undoubtedly draping will be popu- 
lar for Spring patterns, but other 
treatmerits, especially little soft 
touches which are not actual draping, 
will replace it to some extent. Step- 
ins in sandalized Spring versions will 
lead in patterns. Much interest will 
focus on the lower part of the shoe. 
“Watch soles and heels,” says one 
fashion expert. With this year’s plat- 
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forms and mudguard effects, and 
wedge, spool and other heel treat- 
ments, no one knows where soles and 
heels may be going next. 

In the matter of color, this Spring 
promises to be the gayest of several 
gay seasons. In each of the five color 
families, launched by the Textile 
Color Card Association, there is a 
darker and lighter shade, a basic and 
a high fashion color. First, in the 
order of importance is the blue fam- 
ily—Marine and Parisian. Second are 
the rusts (Burnt Earth, a repeated 
color and Sienna Rust resembling 
Parisand) and the tans (Golden 

[TURN TO PAGE 87, PLEASE] 


OF THE FUTURE... 














Leathers of Varied Appeal and Charm to meet 
the Stimulus of this World’s Fair Year 


WHICHEVER way you look—East or West—1939 is going 
to be a big year for this country. A year for travel, for get- 
ting about and seeing places and things and people, for ex- 
changing ideas and selling merchandise. 

On the Atlantic Coast the New York World’s Fair will 
draw its estimated fifty million sightseers. On the Pacific 
Coast, at the Golden Gate International Exposition, twenty 
million visitors are expected to cross San Francisco Bay by 
causeway and ferry to the four hundred acre man-made 
island, the largest of its kind in the world. 

Here, on this “Treasure Island,” a “Pageant of the Pacific 
is being planned. While the New York World’s Fair reaches 
out toward the “World of Tomorrow,” the San Francisco 
Exposition turns for its inspiration to the Orient, the South 
Seas, the Latin Americas, as well as the “robust empire of 
the West.” 

Both ideas are stimulating. Both should influence Amer- 
ican life. 


” 


Smooth, supple calfskin in a soft 
warm rust tone makes a very 
fashion-right stepin for Spring 
1939. The graceful pattern molds 
the foot in flattering lines. The use 
of fine perforations makes an effec- 
tive trimming on the vamp. Frep 
Ruerinc Leatuer Co. 


A tan calfskin oxford in a dainty 

sandalized pattern for the soft tail- 

ored suit, so popular in the Spring. 

The built-up leather heel shows the 

suitability of this type of heel on a 

semi-dress shoe. E. HusscumMan & 
Sons, Inc. 





The white sport shoe with colored trim is a classic, espe- 
cially in white reverse calf with a Baby Ganges Lizard 
trimming in Burnt Earth. The ghillie pattern combined 
with a novel mudguard treatment is of unusual interest. 


Onto LeatHER Co. 


Dark green reverse calf piped in white smooth calf makes 

a smart pattern playing up the idea of color trimmed in 

white. The built-up leather heel is the correct note on 

this type of country walking shoe. Hunt-RANKIN 
LeaTHer Co. 


More and more, elasticized suede is com- 
ing into its own. In this charming Spring 
sandal it is used to form the entire 
upper, thus making possible an extremely 
flattering line and fit. (Lastex) Specialty 
Division. Attren Kip Co. 


NO industry today is more on the alert for new ideas 


than the shoe industry. Ten days from now the leaders 
in this industry will have assembled in New York to 
view the showing of Spring leathers by the Tanners’ 
Council of America. They will be considering new 
grains and finishes, colors and patterns. They will be 
trying to relate these elements of shoe styles to the 
general fashion trend in women’s styles. Since this 
is still strongly feminine, shoes in soft, supple leathers, 
flattering in pattern, fine in detailing, glowing in color, 
will be the outstanding type. 

Several shades of copper are expected to be the 
color leaders in calfskins—Siena Rust, Burnt Earth 
and Golden Havana. Then come the blues and red 
wines. 


Panorama of the buildings at the Golden Gate 
International Exposition, San Francisco’s 1939 
W orld’s Fair. 
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The Trylon and Perisphere, theme 

building of the New York’s World 

Fair 1939. Harrison and Fouilhoux, 
architects. Copyright, N. Y.W.F. 


YOU can sum up the color trend for Spring with one sure 
phrase—“Definitely darker browns.” Of course, this does 
not mean that there will not be the usual interest in me- 
dium tones and light tones, particularly in tan. But it does 
mean that there will be a renewed interest in reddish tones, 
not of the apple variety, but of the wine cast which proved 
so attractive to American men this Fall. This trend to 
darker browns is not the direct result of any importation 
from a foreign country of a “grand new leather color,” nor 
was it caused by any celebrity being seen in darker brown 
shoes. You can thank those rugged individualists who 
have been experimenting with the custom finishes for it. 
For years we have heard the expression, “like the custom 
finish you see in English shoes.” American leather men who 
have been shipping calfskin to England for a number of 
years have known that a good percentage of the leathers 
which have been used in these shoes, and which are so 
glowingly praised, are actually our own native tannage. 


It was not until this year though that American retailers 
realized that a finish other than that given by the tanner, 
or the old man in the treeing room might be possible in 
the shoes which they sold. Now, glory be, they have 
awakened to the versatility of American leathers and they 
point with the pride of a West End Bespoke man to the 
range of colors they've developed. And, the colors and 
finishes they have developed are actually their own ex- 
pression. Of course, it takes a good eye for color and plenty 
of elbow grease, and the finisher must know what he is do- 
ing from the chemical angle. But the net result is a partic- 
ularly well satisfied customer, and for the retailer there 
is great satisfaction in giving this personalized service in 


men’s shoes. 


Yves 
cron 1939, 


WORLD'S FAIR YEAR 


@NCE again this year, in their Spring forecasts, last 
men tell us that the trend is to very much shorter fore- 
parts, some reiterate, “decidedly more square,” others 
say, “slightly rounder and more the English brogue 
type.” But all agree that foreparts are to be very much 
shorter. They have been telling us this same last story 
for years, and up till now have illustrated the point 
only with the most radical of models. But this effort 
has left its promotional mark on 1939’s shoes and pat- 
tern men and designers now follow the clearly defined 
trend in this direction. These shorter looking foreparts 
are basically a matter of the wood, but a clever applica- 
tion of design goes still further in creating the desired 
illusion. One of the more clever of our custom men in 




















Showing the versatility of Gallun’s 29 
Viking. These shoes made from the 
same leather with a different custom 
finishing. Both from the Custom De- 
partment of R. H. Macy. 


Cade 


CALF, KID 
AND 
i SURFACE INTEREST 
LEATHERS 


Below—Top Shoe—Heyrwoopn Boot anp 
S SuHoe Company combines light tan pig with 
tan calf in this interesting wing tip brogue. 
A model suitable for development in Kid or 
h Kangaroo and below it, Cote, Roop ano 
Haan details Gattun’s No. 5 Viking in a 


custom brogue with light tan saddle stitching. 
t Below and right— 


EISENDRATH’S Puritan Calf in an interesting 
brogue oxford pattern, suitable either for 
j street wear or active sports. From Cote, 
Roop anp Haan and below it, GUTMANN’S 


s Natural Gambola in an interesting full 
: brogue pattern, with heavy crepe rubber sole. 
1 
n 





New York—and the bulk of the work in this direction 
is being done by custom men—describes the subtle way 
these efforts are being obtained in the following man- 
ner. “Over wood which is generally shorter and fuller 


Left—Top to bottom—J. S. Barnet’s Pebble Grained 
Calf, in a Scotch tip. From Frevp ano Fitnt. 
E1senpratu’s Puritan Calf in an interesting brogue 
pattern with hand-butted seams. From Core, Roop 
AND HAAN. 

Heywoop Boor anp SHoe Company uses tan calf for 
this interesting English custom brogue. 
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at the ball, we have pulled some interesting new 
patterns. We have lengthened the tips on brogues 
by 4 to % of an inch and reduced the size of the 
medallion, bringing it further forward on the tip. 
We have pulled our throats further back and made 
them considerably narrower. The general effects 
being a decidedly more trim and shorter looking 
toe.” This, of course, is true of the square and 
rounded toe brogue lasts. A Madison Avenue shop 
has done an active business for the last three years 
and a sensational business this Summer on an 
English importation which anticipated this trend. 

The custom effects that they are putting on the 
bottoms of 1939 shoes are pointed still in this direc- 
tion toward a trimmer looking shoe. No longer 


does the extreme spade and extension command 
[TURN TO PAGE 88, PLEASE] 
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LEADING LEATHER LINES FOR SPRING 


Brands and Colors to Be Shown at Waldorf-Astoria 


September 12-13, 1938 


Lists as received from tanners up to time of going to press 


THE ADAMS BUCKSKIN CO., 
INC. 


Genuine White Buckskin for Men’s, 


Women’s and Children’s Shoes 


AGOSS LEATHER COMPANIES, 
INC. 


White Agobuck (White Doeskin) 
Colored Suede Kid 

Vobuk 

Crushed Kid 

Crushed Calf 

Embossed Calf Leathers 

Camel Softie Kips 


ALLIED KID COMPANY 
New Castle Division 
Glazed Kid 


Arbutus Pink, No. 1600 
Wistaria, No. 1010 

Lilac, No. 1015 

Cyclamen, No. 1650 
Fuschia, No. 1675 

Petunia Blue, No. 1370 
Delphinium Blue, No. 1320 
Primavera Green, No. 1170 
Mimosa Yellow, No. 155 
Green Gage, No. 1199 
Geranium Red, No. 1223 
Esplanade Red, No. 1230 
Moonstone, No. 1390 
Parisian Blue, No. 1365 
Marine Blue, No. 1330 
Roseberry, No. 1240 
Carnation, No, 1475 
Claret, No. 1212 

Pastel Parchment, No. 625 
Ecru, No. 800 

Rose Blush, Ne. 900 -- 
Butterscotch, No. 910 
Burnt Toast, No. 375 
Sandstone, No. 1422 
Brownspice, No. 152 
Sheraton Brown, No. 1446 
Redbark,* No, 913° 
Muscatel Brown, No.'40 
India Brown, ‘No. 3N, 


Maracain Kid 


White 

Mimosa Yellow, No. 155 M 
Arbutus Pink, No. 1600 M 
Petunia Blue, No. 1370 M 
Cyclamen, ‘No. 1650 M 
Parisian Blue, No. 1365, M 
Primavera Green, No. 1170 M 
Geranium Red, No. 1230 M 
Green Gage, No. 1199 M 


Marine Blue, No. 1330 M 
Berry Red, No. 1480 M 
Carnation Red, No. 1475 M 
Claret, No. 1212 M 

Ecru, No. 800 M 

Burnt Toast, No. 375 M 
Nasturtium, No. 380 M 
Pine Rust, No. 350 M 
Russet, No. 1430 M 
Brownspice, No. 152 M 
Muscatel Brown, No. 40 M 
Black—M 


Note: Standard Division is also mak- 


ing these colors in Bahama grained 


kidskin 


Standard Division 
Glazed Kid Colors 


Arbutus Pink, No. 322 
Mimosa Yellow, No. 303 
Petunia Blue, No. 312 
Geranium Red, No. 45 
Ecru Kid, No. 174 
Bisquette Beige, No. 58 
Patio Tan, No. 192 

Pine Rust, No. 15 
Redbark, No. 411 
Muscatel, No. 91 
Moonstone Blue, No. 59 
Parisian Blue, No. 35 
Marine Blue, No. 137 
Claret Kid, No. 486 
Mist Grey, No. 177 


Doeskin Colors 


Arbutus Pink, No. 996 
Mimosa Yellow, No. 987 


“Petaomia Blue, No. 984 


Forget-me-not Blue, No. 981 
Cornflower Blue, No. 938 
Geranium, Red, No. 945 


‘»» Royal Purple, No. 969 
¢ s€fushed Orange, No. 903 


Endive Green, No. 983 


‘ Budgreen, No. 962 


Shamrock. No. 965 
Bisquette Beige, No. 916 
Patio Tan, No. 920 
Pine Rust, No. 911 
Redbark, No. 913 
Brownspice, No. 927 
Muséatel, No. 940 
Parisian Blue, No. 997 
Marine Blue, No. 936 
Claret Suede, No. 955 
Mist Grey, No. 967 
Black 


Specialty Division 
Lining Colors 


Parchment, No. 54 
Dahlia Pink, No. 109 
Apple Green, No. 111 
Apricot Beige, No. 126 
Old Rose, No. 127 
Cyclamen Pink, No. 129 
Hyacinth Blue, No. 135 
Talisman, No. 147 
Waterlily, No. 151 
Wood Beige, No. 172 
Cinnamon, No. 173 
Beaver, No. 178 

Pearl Grey, No. 180 
Mist Grey, No. 197 


Quaker City Division 
Women’s Colors 


Black Glazed Kid 
Black Silkid 


Men’s Colors 


Black Glazed Kid 
Black Silkid 


McNeely Division 
Women’s Colors 


Claret, No. 44 

Marine Blue, No. 88 
Golden Havana, No. 22 
Muscatel Brown, No. 41 
India Brown, No. 25 
Indies Brown, No. 74 


Men’s Colors 


Yorktown, No. 19 
Norfolk Brown, No. 28 


Sterling Division 
Patent Colt 


Marine Blue, No. 1 

India Brown, No. 2 

French Plum, No. 3 

Chateau Wine, No. 4 (Gold Kid) 
Muscatel, No. 5 (Silver Kid) 


AMALGAMATED LEATHER 
COMPANIES, INC. 


A complete line of colored Kid in 
both glazed and Satin finishes. 

Also, a complete line of Charmooz 
Suede Kid 

All shades of Crushed Kid 

Kid Linings 

Gold and Silver Kid 

Amalac and Amalco Lustre Kid 

[TURN TO PAGE 80, PLEASE] 











A complete line of reptiles, includ- 
ing latest shades in Alligator Lizards, 


Calcutta Lizards, Aer Snakes, etc. 


WILLIAM AMER COMPANY 


Black Glazed “King Kid” 
Black Satin “King Kid” 
Black Suede “King Kid” 
White Suede “King Kil” 
White Glazed “King Kid” 


AMERICAN HIDE AND LEATHER 
COMPANY 


Willow Calf 

Royal Calf 

Princess Calf 

Mat Calf 

Resebay Willow Calf 
Ooze Calf 
Pocketbook Willow Calf 
Cadet Patent 
Empire Sides 
Amerigrain Elk 
White Buck 


CARL ANTHOLZ, INC. 


A complete line of reptiles, including 
alligators, genuine seal and buffalo 
in heavy grains for the bag trade 


PETER BARAN & SONS, INC. 


“Baran Tanned” Genuine Alligator 
Leather—Latest Spring Shades 
“Baran Tanned” Genuine Cordovan 


J. S. BARNET & SONS, INC. 


Thorobred Calf 

Gloria 

Brawnie 

Barnet Suede 

Sport—Men’s and Women’s Leathers 


BARRETT & COMPANY, INC. 


Lama Calf in lined and unlined 
weights; also Boardelay Calf in un- 
lined weights in the following col- 
ors: 

Black 

Marine Blue, No. 204 
Empire Blue, No. 134 
Claret 

Red Burgundy 

Golden Brown, No. 146 
Brownspice, No. 162 
Brown Mahogany, No. 150 
Vermouth 

Tango 

Sienna Rust 

White 

Italian Tan 


LUCIUS BEESE & SONS 


Corona Brand— 
Black, Colored and White Patent 
Leather in Kips and Sides 
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Corona Brand— 
Black, Colored and White Smooth 
Sides and Elk in Kips and Sides 
Corona Brand— 
White Buck 


BEGGS & COBB, INC. 


Dress Colors 
White Dress Smooth 
Snobuck 
Sport Elk 
Metallic 
Black Patent 
Complete line of shoe, slipper and 
glove splits 
Colors—Smooth Leathers 
Tan 
Golden Havana 
India Brown 
Burnt Earth 
Parisian Blue 
Marine Blue 
Claret 
Mahogany Brown 
Patio Tan 
Red Burgundy 
Town Tan 
Rustic Tan 
Light Grey 
Dark Grey 
Heath Brown 
Pheasant Tan 
Belmont Tan 
Tanwood 
Yorktan 
Cordova Wine 
Sienna Rust 
Colors—Elk 
Smoke 
Beige 
Brown 
Dark Grey 
Light Grey 


Custom Brown 


BISSELL LEATHER COMPANY 


Full line of colors on Vegetable tan- 
ned Shoe Linings 

Chrome Tannage in a full line of col- 
ors, which is registered as Chrome- 
tite 


BRANDT LEATHER CORPORA. 
TION 
Fancy and staple designs and finishes 
in Sheep, Goat and Calf 
Featuring especially for men’s novel- 
ties 
Dapper Goat 
Calf for women’s shoes 
Crushed Levant 
Saffian 
Peccari 
English Pin Seal 


BURK BROTHERS 


Black Glazed Kid 

Black Dull Satin Kid 

Slipper stock—in various shades 
Lining Stock 

Opal Oxide Kid—in various shades 
Opalox Kid—in various shades 


W. D. BYRON & SONS OF 
MARYLAND 


White buck, elk and crushed grain 
sides 

Spring colors of elk and smooth side 
finishes 

A new line called node l'eau in new 
Spring shades 


CARR LEATHER COMPANY 


Suede Calf 
Chateau Wine, No. 6 
Belmont Tan, No. 7 
Green, No. 15 
Tuxedo Green, No. 16 
Grey. No. 29 
Scotch Brown, No. 42 
Patio Tan, No. 44 
Yorktan, No. 62 
Mahogany, No. 68 
Brown, No. 80-N 
Burnt Earth, No. 85 
Marine Blue, No. 108 
Parisian Blue, No. 111 
Brown, No. 115 
Tan, No. 125 
Brown, No. 140 
Red Burgundy, No. 150 
Claret, No. 155 
Black 


Also various colors of Carr-Buck 


COLONIAL TANNING COM- 
PANY, INC. 


Complete line of black and colored 
patent leather, kips, sides and large 
Kips, sides and large colors 
Black 
Navy Blue, No. 364 
Scotty Blue, No. 446 
Havana Brown, No. 311 
Indies Brown, No. 258 
Sailor Blue, No. 182 
Bluejay, No. 432 
Longchamps Beige, No. 367 
London Tan, No. 256 
Mascara Brown, No. 99 
Sno-White 
Flame Red, No. 101 
Kelly Green, No. 278 
Clipper Blue, No. 166 
China Blue, No. 263 
Shell Pink, No. 301 
Dawn Blue, No. 307 
Red Clay, No. 411 
Elderberry, No. 496 
Red Burgundy, No. 497 
[TURN TO PAGE 82, PLEASE] 
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Toned in a new shade that has real “pep,” LEGION BROWN is smartly 
tuned to the demands of those who would have a “manly” fashion 
leather. Like all Eisendrath creations, LEGION BROWN is distinctly 
different and immediately dramatizes those patterns for which it is 
selected. Ask your manufacturers for samples in LEGION BROWN— 
it’s the Hit of the Fall Fashion Parade. 


VY 


B. D. EISENDRATH TANNING COMPANY Racine, Wisconsin 


Day Gormley Leather Co., 195 South St., Boston, Mass. Chicago Office: 80! Merchandise Mart 





Brown Mahogany, No. 498 
Sienna Rust, No. 499 
Patio Tan, No. 500 
Aubergine. No. 501 

Violet, No. 502 

Mushroom Brown, No. 503 
Cuba Libre. No. 504 
Mandarine Red, No. 505 
Rose, No. 506 

Bluebird. No. 507 


DIMOND KID COMPANY 
White Kid 
White Suede 
A full line of Linings and Slipper 
Colors 
Shoe Colors 


DONNELL & MUDGE, INC. 


Featuring “Moisture - Proof” sheep 
and lambskins for linings. Em- 
bossed sheep for leather goods. Em- 
bossed sheep for ladies’ belts 


F. C. DONOVAN, INC. 


DOV Kip Linings (Natural) 
NAVONOD Kip Linings (Colors) 
Natural DOMOC 

Colored DOMOC 


DUNGAN, HOOD & CO., INC. 


Black Glazed Kid 

Brown Glazed Kid 

Blue Glazed Kid 

White Glazed Kid 

Black Satin Kid 

Black Dull Kid 

Black Glazed Brazilian Kid 
Brown Glazed Brazilian Kid 
Blue Glazed Brazilian Kid 
White Glazed Brazilian Kid 
Black Satin Brazilian Kid 
Black Dull Brazilian Kid 


EAGLE-OTTAWA LEATHER 
COMPANY 


Patent: Black, White, Marine Blue, 
Chocolate, Brown, Cherry, India 
Brown, Burnt Earth and four pastel 
shades 

Elk: White, Black, Nos. 107 and 112 

Partridge Prints: Black Spey Royal 
Scotch, Black Dover, Black Gravel. 
Black Small Scotch, P-52 Small 
Scotch, P-56 Spey Royal Scotch, 
P-56 Dover, P-56 Gravel 

Avenue Calf: Golden Havana, Rust, 
Burnt Earth, India Brown, Nether- 
land Brown 

Eagle Calf: Black Eagle, Black 
Alaric, Black Boulevard, York Tan, 
Bourbon, Bourbon Boulevard, C-12 


Alaric, Raven 
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JOHN R. EVANS & COMPANY 
Ruby Black Glazed Kid 


Peerless Colors 
White 
Blue, No. 121 
Blue, No. 132 
Brown, No. 102 
Brown, No. 790 
Wine, No. 130 


Peerless Linings 


Medium Grey, No. 5 
Light Grey, No. 10 
Dark Grey, No. 14 
No. 6 

Fawn, No. 7 
Fieldmouse, No. 53 
No. 55 

Waterlily 


Evanette Suede 


Black 

Brown 

White 

And prevailing colors 
White Buck Kid 
Hand Crushed Kid 
Grained Goat 
All colors including Pastels 

Broadtail 

Caracul 

Bohkara 


Dawn Kid (Dull Finish) 


Brown 
Black 
Blue 


Gold and Silver Kid 


S. B. FOOT TANNING CO. 


Medium and light weight White. 
Neutral, Colored and 

Black (Snuffed) Zumbro Elk 

Full grain and corrected heavy weight 
service leathers. Our trade names: 
Gopher, Skagway, Artic Grain, 
Fairway Grain, Wacouta Grain, 
Glovtan (Retan) 

Full grain Black and Colored Elk. 
and heavy and medium weights, 
Stratford and Avon Elk 

Chrome Tanned Elk and Printed Re- 
tan Luggage Grain, Gusset and 
Glove Splits, Black and Colored 
Garment Horse 

Chrome and Retain Printed Sides for 
inflated athletic goods 


THE GRIESS-PFLEGER TANNING 


Lozant Russia Kips 
Lozant Russia Sides 
Lozant Sport Elk 


Lozant Buck 

Lozant Work Shoe Elk 
Lozant Retan Sides 
Lozant Waterproof Sides 
Lozant Grains 

Lozant Moccasin Sides 
Lozant Splits 


GUTMANN AND COMPANY 


Ski Leathers 

Natural Gambola & Colors 
Shubuck 

White Elk 

Shedrain Waterproof 


L. H. HAMEL LEATHER CO. 


“Nu Process” Glazed Kid and Kid- 
Finish Lambskins will be featured 
in the following colors: 

Kid 
Grey, No. 300 
Jade, No. 303 
Blue, No. 308 
Green, No. 309 
Pink, No. 311 
Dawn Grey, No. 317 
Mocha, No. 323 
Hunter Brown, No. 326 
Water Lily, No. 327 
Medium Grey, No. 356 
Medium Brown, No. 357 
French Grey, No. 394 
Rose Beige, No. 342 
Thistle, No. 343 
Apricot, No. 347 
Special Beige, No. 372 
Special Light Grey, No. 388 


Lambskins 


Grey. No. 100 
Jade, No. 103 
Blue, No. 108 
Green, No. 109 
Pink, No. 111 
Dawn Grey, No. 117 
Mocha, No. 123 
Hunter Brown, No. 126 
Water Lily, No. 127 
Medium Grey, No. 156 
Medium Brown, No. 157 
French Grey, No. 194 
Also featuring Black Glazed Kid 
and various shades of our Garment 


leather. 
THOMAS B. HARVEY 


Featuring White Swan-Buc, in wom- 
en’s and men’s weights, with non- 
rub nap. : 

Black Suede Kid 
Brown Suede Kid 
Suede Kid in Colors 
Kid Linings 
[TURN TO PAGE 86, PLEASE] 
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Are Northwestern Leathers used in your shoes? They 
should be. Specification of this well-known, reliable 
brand is an important step toward giving your customers 


expected serviceability and good looks at a reasonable 


price. 





NORTHWESTERN 
LEATHER | 
COMPANY 

ER SE: | 


BOSTON. 





HITEMAN LEATHER COMPANY, 
INC. 


Ebon-Apex Black Calf for Men’s High 
Grade Shoes. 

Promenade—A full line of colors for 
Men’s high grade shoes. 

Pedigree—High Colors for Slippers. 

Junior Prom, Black-Apex—aA full line 
of colors and black for medium 
priced shoes. 


E. HUBSCHMAN & SONS, INC. 


Black, White and all shades of Colored 
Calf Leather. 


HUNT-RANKIN LEATHER 
COMPANY 


Bucko Calf 

Velvetta Calf 

Glace Russia Calf 
Tuscan Calf 

In all the popular colors. 


IRVING TANNING COMPANY 


“Irvtan” Side Leathers—Black and 
colors in smooth and Elk Finishes. 
White NuBuck and White Smooth 
Sides. 

“Velnap”—A sueded leather for Men’s 
and Women’s Footwear in all popu- 
lar colors. Chrome Splits for all 
purposes. 

Lambskins and Sheepskins—Suede 
and Smooth for Garment-Bag-Milli- 
nery trades. Embossed grains. 

“Kid-O” Linings in all popular colors. 


A. C. LAWRENCE LEATHER 
COMPANY 
Calfskin 

Juniper (For women’s Shoes) 
Black, White and Colors 

Juniper (For men’s Shoes) 
Black, White and Colors 

Weilda Suede (For women’s Shoes ) 
Black and Colors 

Boarded Juniper 

Handbags) 

Black, White, and Colors 


Shoe Side Upper Leather 


Gun Metal—Sides, Kips and Ex- 
tremes—Black and Colors 

Hikon (Elk)—Sides and Kips— 
Black, Brown, and Whites 

Buccaneer-—Kips and Veals—Black. 
White, and Colors 

NuBuck—Sides and Kips 

Uno Grain, a popular grain in all 
shades in demand—Heavyweights. 
natural backs, suitable for un- 
lined shoes. 


women’s 


(For 
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Patent Leather—Sides and Kips. 


Blacks and Colors, featuring Sugar 
White and Pastels, and the new 
Spring 1939 colors. 


Sheepskin 


White Barilla—Outsides 

Colored Slipper Leather—-Outsides 

White Chevrita—Outsides and Lin- 
ings 

Colored Barilla—Linings 

Colored Lambskins—Linings 

Colored Lawroslipper (Lawro 
leather ) 


Shearlings 


Bark Shoe Stock 
Cuff Stock—White, 
Electrified Colors. 


G. LEVOR & CO., INC. 


White Levor Grain Goat 
White Levor Grain Kid 

White Levor Suede Kid 
White Levor Grain Calf 


LEWIS LEATHER CO., INC. 


Genuine White Jack Buck 

Genuine White China Buck 

Genuine White Buck Splits 

White Buck Leather produced in 
men’s, women’s and_ children’s 
weights. 


HERMANN LOEWENSTEIN 
Suede Calf 


MALIS LEATHER COMPANY 


White Glazed Cabretta 
White Suede Cabretia 
Black Satin Cabretta 
Black Glazed Cabretta 
Blue Glazed Cabretta 
Black Suede Kid 
Brown Suede Kid 
White Suede Calf 
White Grain Calf 


MARCUS, FORSCHER & CO. 


Genuine White China Buck and Jack 
Buck 

Marigold Suede Calf in all leading 
Spring colors. 

Marigold smooth calf in all outstand- 
ing Spring shades. 


McNEELY & PRICE CO. 
20th Century Black Glazed Kid and 
Crushed Kid 
MITCHELL & PEIRSON, INC. 
Glazed Kid 


Shoe— 
Black 


Natural. and 


Parisian Blue 
India Brown 
Burnt Earth 
Golden Havana 
Red Burgundy 
Brown Mahogany 
Yorktan 
Linings— 
Pastel Blue, No. 13 
Pastel Green, No. 14 
Pastel Pink, No. 15 
Dark Grey, No. 2 
Parchment, No. 22 
Medium Grey, No. 
Water Lily, No. 27 
Light Fawn, No. 32 
Rose Beige, No. 33 
Dark Fawn, No. 52 
Slipper— 
Red 
Blue 
Brown 
Burgundy 
Green 


MONARCH LEATHER COM- 
PANY 


Various leathers in popular shades. 
Barrmoor 
Bordeaux 
Croydon 
Cordo 
Exeter 
Dartmoor 
Golfmoor 
Heather 
Jupiter 
Lambuck 
Pygmalion 
Saranac 
Thistle 
Yucatan 


Watershed 


R. NEUMANN & COMPANY 


Genuine Ostrich 
Genuine Seal 
Genuine Buffalo 
Crushed Kid 
Softy Calf 
Crispin Calf 
Fancy Calf 


NORTHWESTERN LEATHER 
COMPANY TRUST 


Pac, Printall, and Tartan Grains. 
Nowesco Kips, smooth and boarded 
in white and colors. 
Russide Kips, Extremes, and large 
sides in white, black and colors. 
Elko Kips and Extremes, white and 
colored elk sides. 

Sootan, large spread elk sides in 
white and colors. 

Slipper and Lining splits. 
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THE OHIO LEATHER COMPANY 


A complete line of new Spring 
shades in Men’s Luxor Dress Calf 
leathers, also in Dressysport Boarded 
Leathers; in Black Calf, Jack Jetta 
for Men and Jill Jetta for Women. 

In Women’s Colored Calf, both Kaf- 
forite and Kozy Calf will carry all the 
new recommended colors, including 
white. 

Washette Calf will be shown in 
white for both Men and Women, and 
also several sport shades for Men. 

In Ohio embossed grains all the 
new shades will be shown in Alligator, 
Lizard and Snake grains, including 
several new plates released for the 
first time. 


CHARLES L. PIERCE, INC. 


“Velskin”—Smooth Grain Calf and 
Suede Calf 

“Velbuk”—Heavy Sueded leather for 
sport and unlined shoes. 

These leathers are produced by the 
Verza Tanning Company, and come 
in Black, White and colors. 

“Cordovan” 

“Cordotip”—Tipping stock in many 
colors. 

This leather is produced by the Radel 
Leather Mfg. Co. 

Veal and Kip Side Specialties, such 
as “Hobby Grain” (Shrunken grain 
leather), and “Pocono,” for sport 
type shoes for both men and 
women, and produced in all colors. 
Also, “Saxony” and “Balsa” which 
are vegetable tanned leather, smooth 


and boarded. 


JOHN J. RILEY COMPANY 


Black and Colored Patent Leather 
Gun Metal and Colored Side Leathers 


FRED RUEPING LEATHER COM.- 
PANY 


Seminole Mellow Calf 
Anoka Calf 

Kin Kin 
Kankakee 
Thornproof 

Rue Buck 
Mellow Grain 
Piccadilly Grain 
Pig Grain 
Rambler Grain 
Chippewa 
Mohawk 
Hiawatha 

Ooze Splits 


SCHERER LEATHER CO. 


Chrome calf and sides in black and 
colors smooth and boarded. 

White calf and sides in Smooth, 
boarded shrunken grain and prints. 
White buck. 

Vegetable calf and sides for Handbag 
and Novelty trade. 


Mellow shrunken grain sides in black 
and colors natural back. Calf and 
sides for men’s belts. 

Collar leather. 

Chrome retan sole leather. 

Genuine Buffalo calf natural back. 


SETON LEATHER COMPANY 


Black and Colored Patent Leather 
Zephyr White Buck Sides 


SAMUEL SHAPIRO 
Pigskins 
Suedes 
Genuine Buck 
Calfskins 


In all new Spring shades. 


SURPASS LEATHER COMPANY 
Glazed Kid Outsides 
Black, Admiralty Blue, India 


Brown, Coffee Brown, Golden 
Havana. 


Suede Kid 


Black, Blue, Brown, Golden Havana, 
Claret, Red Burgundy, Dark Ma- 
hogany, Patio Tan, Sienna: Brown. 


Lining Kid 
Water Lily, Medium and Dark 
Grey, Medium Beige, Dark Fawn, 
Blue Pink, Green, Tearose and 
Orchid Pastels. 


Glazed Kangaroo 


ALBERT TROSTEL & SONS 
COMPANY 


Atasco Calf—In Black and Colors— 
for men and women 

Mellotan Calf—For unlined shoes 

Nubian Calf—For Men’s Shoes 

Pochette Calf—For Ladies’ Pouch 
Bags 

Bagotan Calf—For Ladies’ Handbags 


WINSLOW BROS. & SMITH CO 

Novelty Leathers—-For Shoe and Slip- 
per uppers. 

Shoe Linings-——Both chrome and vege- 
table tannage— in all popular colors 
and white. 

Garment Leathers—In smooth and 
embossed grain finishes and suedes. 

Glove Leather—In all popular shades. 

Colored Suedes—For belt and novelty 
work. 

Embossed Grains — For bags and 
leather novelties. 

Shearlings—In bark and alum tan- 
nages. 


RICHARD YOUNG COMPANY 


Genuine White Buck 

White Buck Finish Kangaroo 
Glazed Black Kangaroo 
Rychrome Lambskins 

White and Colored Lambskins 


Leisure Shoes 


[CONTINUED FROM PAGE 75] 


First, that men should wear shoes on 
their feet regardless of what the cloth- 
ing industry.sells them or fails to sell 
them for their backs, and then a pas- 
sionate plea to shoe manufacturers for 
newer and better shoes to help us hold 
this profitable sport shoe business. 

What is to be done to give a lift in 
sports shoes for 1939? We must have 
new and smarter detailing. We must 
have better looking shoes that reflect 
quality and richness. We must have 
more custom looking shoes. We must 
help the pendulum swing back to lei- 
sure shoes that are for leisure, and are 
not all-purpose Summer footwear to be 
worn at office or beach. Let us have all 
white custom brogues, carefully and 
correctly detailed for more formal 
sports wear ... and well designed com- 
binations in new patterns, in white 
buck, trimmed with tan or black calf. 
Give us cool ventilated patterns with a 
nicety of distribution in the perfora- 
tions. Let us take advantage of the 
new finishes in side leathers, in the 
basket weaves and punched leathers. 
And there’s still a world of appeal in 
plain reversed calf bluchers and in 
trimmed shoes in these leathers, but 
let’s have them look like Spring shoes, 
not close-outs from a ski shop. Men 
want comfort. That’s not news. But 
they can be given it in softly con- 
structed shoes made from legitimate 
materials, carefully fitted and intelli- 
gently soled for a given occasion— 
and apparently that is news. With the 
greatest promotional opportunity the 
men’s shoe business has ever seen 
ahead, the two great Fairs of 1939, 
let us see that the men who go to the 
Fairs have vacation shoes on their feet 
of which we all can be proud. 


A New Sphere for Kidskin 


[CONTINUED FROM PAGE 71] 


Havana, a repeat, and Patio Tan, the 
same as Italian Tan). Third are the 
reds (Claret, very bright, and Red 
Burgundy, a wine of a bright cast). 
It is expected that there will be in- 
teresting combinations of the light 
and dark tones in a color family, as 
well as of contrasting colors. Here 
again, of course, the platform treat- 
ment will lend itself especially well 
to the combining of colors. 

Light of weight, supple and soft, 
showing to the best advantage in the 
beautiful colors of the present mode, 
and with two seasons of steadily grow- 
ing consumer acceptance behind it 
kidskin should look forward to a big 
opening in the Spring of 1939. 
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TOWN TAN (Repeated Color) 


Since it was first brought out last 
year as a shoe color to be worn with 
the casual city or country outfits, this 
ruddy shade has been growing in ac- 
ceptance. While it is limited to blucher 
and wing tip models suitable for wear 
with these clothes of the more casual 
type, it is extremely important for 
prestige promotions. Especially good 
with tan covert topcoats for early 
Spring and with tropical worsteds of 
tan and rust weaves for Summer. 


SCOTCH BROWN (Repeated Color) 


Basic town color for all types of 
shoes in quarter brogues, bal and 
blucher models, straight, medallion and 
wing tip styles. Scotch Brown is a 
newer version of the popular old Bour- 
bon color, which had first sales honors 
for so many seasons and it supplants 
that color in present sales popularity. 
Has country-wide acceptance because 
it can be worn with blue, grey or brown 
suits and looks especially well with the 
new brighter marine blues in suitings. 


CORDOVA WINE (New Color) 


New color blend of Cordovan and 
wine shades with the proper lighter 
tonality. Serves as a good color link 
with wine and maroon colors in ties, 
handkerchiefs and shirt stripings, and 
has volume possibilities for town shoes, 
because it serves much the same pur- 
pose as black. 


COUNTRY COLORS 


TANWOOD (Repeated Color) 


First shown in heavy grain leathers 
and pigskin for sports shoes of Nor- 
wegian peasant inspiration, this color 
has since developed as an important 
color for reversed leathers used in 
ankle-high hunting boots and Nor- 
wegian front country types. It has also 
become important in smooth leathers 
for beach sandals and play shoes de- 
rived from old peasant patterns. Lac- 
ings and thongs of the leather often 
used for trimmings. 


PHEASANT TAN (Repeated Color) 


Ruddier than Tanwood, and more 
practical for general country usage in 
shoes of the rugged brogue and Nor- 
wegian front types. Accepted as a 
typical country shoe color, because it 
repeats the coloring of pigskin sports 
trappings, where it first originated. Now 
featured in smooth, boarded, grained 
and reversed leathers. 


RUSTIC TAN (Repeated Color) 


When this rust color was first in- 
troduced last year for men’s shoes, it 
was limited to the higher brackets, but 
it has steadily gained in acceptance as 
colors generally have taken on a richer, 
ruddier hue. This color is in high fash- 


ion repute for both casual country 
shoes and active sports shoes, and for 
the new ankle-high sports boot and the 
important monk types, worn to country 
race meets. It is shown in pigskin, 
plain and boarded calf, reversed leath- 
ers and alligator. 


HEATH BROWN (Repeated Color) 


Shown in leathers such as elk fin- 
ishes, crushed calf and heavy boarded 
grain leathers, whose finish gives the 
color a dulled character. It is the basic 
country brown for golf shoes and active 
sports shoes, and for saddles on the 
popular white saddle classic. Also 
shown in reversed leathers. 


BELMONT TAN (Repeated Color) 


Darkest and most intense of the new 
family of rust shades for men’s shoes, 
this color was first derived from pig- 
skin that had been toned a rich ruddy 
color by constant dressing with tan 
polish. It has proven so popular as a 
new type of country shoe color, that it 
has been duplicated in smooth and 
boarded leathers of the rugged sports 
weights. 


NOTES 


All white shoes continue as a volume 
factor in Summer sales. There is grow- 
ing acceptance however of white com- 
bined with color. 

- o ” 

While black retains its volume sig- 
nificance in men’s shoes, color is win- 
ning increasing fashion prestige. 


Street Types 


[CONTINUED FROM PAGE 77] 


such attention and interest in high 
grade shoes. Shanks are pulled very 
close on the inside of the arch and are 
allowed to run rather full and quite 
even around the rest of the shoe, ex- 
tending around the heel, and giving 
the effect of a welted heel seat, or as 
some put it, a boot heel. This feature 
is exceedingly attractive in some of the 
soft counter shoes seen more often in 
heavier Fall types. While on this sub- 
ject of soft counters, why not put soft 
counters in the light flexible street 
shoes for next Summer’s wear. Their 
practicability has been demonstrated 
in the slack patterns this year. That 
we are headed to more flexible Summer 
shoes is very obvious. The stitchdown 
is returning with a bang, and makes a 
grand shoe in the run-around type. 

In the leisure shoe article, which is 
a companion feature to this one, a plea 
is made for some new sport shoes to 
save the day for “good shoes,” in an 
era of sloppy dress. The same plea 
might well be made for new patterns in 
street shoes, that the white buck and 
combination might be relegated to the 
more leisurely scene where they right- 
fully belong. 


Attendance Restrictions 
At Leather Show 


Although the restrictions applying 
to attendance at the Leather Show, 
which will be held Sept. 12 and 
13 at the Waldorf-Astoria, New York, 
are generally understood, the Tanners’ 
Council of America has issued a state- 
ment in order that all members of the 
trade may be familiar with the situa- 
tion. 

“Invitation Show: All day—Sept. 
12, and until noon Sept. 13, lim- 
ited to the following: Shoe manu- 
facturers, retailers, and wholesalers; 
Chain store representatives and resident 
buyers; Handbag and leather goods 
manufacturers and retailers; Trade 
and newspaper representatives; and 
fashion writers; Other direct custom- 
ers of tanners. 

“The following trades are requested 
to defer their visits until 12 p. m. 
Tuesday, Sept. 13: Hide and 
skin dealers and brokers; Supply 
trades (tanning materials, machinery, 
etc.) ; Pattern, pull-over and last man- 
ufacturers, and shoe manufacturers’ 
supplies; Non-exhibiting tanners 
(including members of the Tanners’ 
Council), leather merchants and im- 
porters. 

“We appreciate the cooperation re- 
ceived from the great majority of these 
trades during the show last Spring; 
we hope that everyone will cooperate 
in making the coming show more satis- 
factory for exhibitors and their cus- 
tomers.” 


Early Fall Buying Trends 


INDIANAPOLIS, IND.— While retail 
sales of Fall merchandise have not 
been large enough to determine con- 
sumer preferences of style and quality, 
it is reported by Arthur Brown, of the 
Marott Shoe Store, that men’s foot- 
wear will be mostly in tans, natural 
and saddle tan for young men and col- 
lege students. Toes are becoming popu- 
lar in square styles, double soles and 
some crepe soles. Luggage tan with ex- 
tra heavy crepe sole, and the same du- 
plicated in leather will undoubtedly be 
very popular, providing present calls 
increase. 

Ed. Hadley, of the Arthur Kent Red 
Cross Shoe Shop, predicts Fall styles 
in suedes leading off with black, in 
ties, pumps and sandals. The college 
girl shows interest in sports footwear, 
hard heels, platform soles, in new wine 
shades. Hadley predicts a demand for 
patents in sandal effects for street 
wear, in combinations with suede, for 
women. 

Hot weather has retarded retail 
buying, and business, not only in foot- 
wear but all other lines, has been ad- 
versely affected. 


PEL EELE PE ET I A TIT 
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(Pin-point ang orations give a lively sparkle to the rich surface 


of black suede. And below, a thick sole covered with patent leather that looks so 
sturdy and is yet so light. Indeed "a beauty treatment for your feet.” Here is Red Cross de- 
sign and craftsmanship at its very best, for the shoe is made with Compo 
Equipment and Adhesive in the Red Cross factory at Chillicothe, Ohio. 
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